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Attitudes Towards Advertising On Television 


This part of the report focuses specifically upon attitudes 


towards television advertising. 


Attitudes towards advertising as an economic and commercial 
activity and attitudes towards television as a medium have each been 
examined in detail in the two preceding parts of this report. A strong 
relationship was found to exist between attitudes towards advertising and 
attitudes towards television. A favourable or negative disposition in one 
of these attitudinal areas is likely to be accompanied by a similar dis- 
position towards the other of these attitudinal areas. Those who generally 
favour advertising tend specifically to perceive that it is necessary and 
beneficial to the economy. Those who generally favour television tend spe- 
cifically to believe that it offers a good way of relaxing whereas those who 


generally dislike television tend to specifically find it boring. 


This part of the report examines basic television advertising 
issues on an aggregate national basis first, and then in terms of attitudinal 
Reerananeas between subgroups of the Canadian population. Following these two 
exhaustive examinations of Canadians‘ apewudes towards television advertising, 
relationships : which exist within this complex area are presented. Next, 
attitudes towards the various television advertising issues are examined in 
terms of the previously developed overall attitudinal dispositions of Canadians 
towards advertising and towards television. A final summary then relates basic 
attitudinal differences within the television advertising area to the Overal] 


television dispositions and the overall advertising dispositions.» 


~ tatoramnoa bos. ah ) 29 16 8 - 
wad 6 sak sing ‘ek meta pie 
gnords A Jrogst zie 0 etreq) gai veoeng ates 
bia patettvevbs ebutwog abuttata neawiad yeixe eo be 
ofto ont nots teoqz th avitagen “0 aidenwovet A wateive red cms 2 


a 

~2th sefimta 6 vd bolosqmaose ad of yfadht ef esos fonibas tate , 
yffsisnsp odw st0dT .2sere Tanibuliste geal} toriedio sft aban 7 A 
bis yisezsoon 2h t) tedd eyterveg dd’ eae bnot aniert 
-oqa beet nob2tvelsd. wvovst (Ul fevende odw belt " ymonass ott rs 
ow szoct eesernw gnixefor Yo yw boop « ave7ta If tend eveiled of. uf ee r 


patwod 2t bat? yffnorviaeqr of bra? nofzivelet sAbfeth yi teneas 


ont2itvevbs totatvelad of ead eontiaxe drogey ent 20 Jnég 2tiT 

‘antbus tide to eariet nt nant bee den?) ctesd Teonlisn stepetpps ns ne 28 22 
owt azote pitwotlot notte! wqeg asthango wit to equoredue: neawted esaned ert . 
.entztivavbs noletvefod chrewod ashutit?s ‘dustbens? to 2noldentmexe ayia 16 | | 
xe .batas2eorq ois sens eefowoo ath ahdtiw g2txe dotiw ‘eqtdenotae f : 
nt bantosxe awe 2oueet onbeitwewhs notetvelad custyev ent ebvswos sobus 
enatbsns,) to enottteogeth [anihut tiie (leave Seqofeveh yfavotverq ent to — 
ahzed zeetsley world yrsam2 fanl? A .nokatyets? 2ivewot bas pntehivevbe eb me 
[fsreve ety oF seve gntalivevhe noteiwelot ond ntas tw deoarayt tp. Canibus ta : 
.enotsteaqeth ontatovevha ae ot? baa st Feogetb nota y a 

ne 


qty 
1? 


7 ‘ > wy - 


-151- 

Component items which impinge upon a variety of individual issues 
and behavioural characteristics regarding advertising on television have been 
used to delineate attitudes within this narrowly defined area. The com- 
ponent items consist of statements for which Canadians were asked to indicate 
how completely. they agree or disagree, or in some cases, how frequently the 
statements describe themselves. These television advertising statements have 
been grouped into eleven attitudinal areas to facilitate subsequent analysis. 
The following four areas emphasize concerns regarding the overall presence 


of advertising on television: 


relationship of advertising to television 


frequency and number of advertisements on television 


placement of commercials within television programming 
- manner of presentation of television advertising | 
The next four areas emphasize concerns about the actual content of 
television advertising: 
- types of television advertising 


- informational and entertainment roles of television advertising 


images which television advertising creates 


integrity of television advertising 


The remaining three attitudinal areas under analysis are: 
- regulation of truth in television advertising 
- Canadian content in television advertising 


- personal response to television advertising 


Canadians' attitudes towards advertising on television appear to 


be particularly complex. Considerable variance in response occurs both between and 
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-152- 
within each of these various attitudinal subgroup areas. For example, 


relative unanimity exists among Canadians regarding the strength of their 
attitudes towards regulating truth in television advertising, whereas large 
portions of the Canadian population maintain dissimilar attitudes towards 

the various types of commercials shown on television. Furthermore, within 
attitudinal subgroup areas for which large portions of the population hold 
opposing attitudes, their attitudes vary differentially across the many com- 
ponent issues. With these considerations in mind, the first eleven sections 
examine overall national attitudinal patterns which emerge regarding television 


advertising. 
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I. Attitudes Of Canadians Towards The Relationship 
Of Advertising To Television 


The first four groups of statements (Sections I through to IV) 
empnasize concerns regarding the overall presence of advertising on 


television. 


This section introduces the relationship of advertising to 
television. The statements used to do this are: 
Advertising on television is necessary because it pays 


for the programs we get on television. 


Television programs that are sponsored by advertising are 
usually better than those which have no advertising. 


Television stations that show a lot of commercials have 
better programs. 


Television stations supported by public tax money do a better 
job of informing the public than do those which have 
advertising on them. 


We couldn't get the programs we want on television without 
advertising. 


It is difficult to imagine watching television without any 
commercial breaks. 


There should be at least one channel on which there is no 
advertising. 


There should be no advertising at all on television. 


I'd rather pay money to watch good programs than have to 
put up with all the advertising on television. 


A measure of the perception of the economic pelationenin beteen advertising 
and television is examined directly through the item "advertising on television 
is necessary because it pays for the programs we get on television" and in- 
directly through the items "television programs that are sponsored by adver- 
tising are usually better than those which have no advertising", "television 
stations that show a lot of commercials have better programs", "television 


stations supported by public tax money do a better job of informing the public 
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than do those which have advertising on them", and “we couldn't get the programs 
we want on television without advertising". Through this last item, but more 
directly through the item "it is difficult to imagine watching television 
without any-commercial breaks", the effect of the historically close 
association of advertising and the television medium is measured. Nonetheless, 
the willingness of Canadians to end this reciprocal relationship between 
television and advertising should also be examined. This is achieved through 
the items "there should be no advertising at all on television", "there should 
be at least one channel on which there is no advertising", and "I'd rather pay 
money to watch good programs than have to put up with all the advertising on 
television". The item "television stations supported by public tax money do 
a better job of informing the public than do those which have advertising 
on them" also focuses on the quality of public versus commercial television 


in an informational context. 


Almost all Canadians accept the economic necessity of advertising 
to pay for television programming and two thirds agree that without adver- 
tising popular programs would not be available. This acceptance of commer- 
cials in order to obtain programs is strongly based as evidenced by the fact 
that over one half of all Canadians would find it difficult to imagine watching 


television which has no commercial breaks. 


However, the acceptance of commercials occurs only with reluctance. 
Casting the economic rationale for commercials aside, just over one third 
suggest that there should be no commercials on television, and better 


than two thirds suggest that at least one channel should not have commercials. 
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When the economics of television are posed simultaneously with 
the reluctance to view commercials, Opinion is more equally split regarding 
just which costs should be borne by the viewer. Half of all] Canadians agree 
than in order to watch good television programs they would rather pay money 


than put up with commercials compared to one third who disagree. 


Considering these findings in light of subsequent findings in this 
part of the report (particularly Sections II, III, IV, and XI), it appears 
that the majority of Canadians reluctantly accept television commercials 
as an undesirable but necessary means of achieving good quality television 


programming. 


Comparing public television to commercial stations, people believe 
both provide equally good programs generally, but the commercial stations are 
perceived to not be as good regarding informational programming. Although 
public television and commercial stations are perceived to equally often 
have good programs, only half as many people agree as disagree that Seaiions 
that show a lot of commercials have better programs. It would appear that 
perceptions of program quality are in part determined by the quantity of 


commercials which are concurrently encountered. 


Previously (in Section | of Part Five) it was found that enter- 
tainment for which a direct charge is levied is considered to be of better 
quality than television programming is considered to be. Now it appears 
that within television programming, programs with the least advertising are 


generally considered to be better. 
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TABLE 


ATTITUDES TOWARDS TELEVISON ADVERTISING 
(Relationship Of Advertising To Television) 


Advertising on tele- 
vision iS necessary 
because it pays for 
the programs we get on 
television 


Television programs 
that are sponsored by 
advertising are usually 
better than those which 
have no advertising 


Television stations 
that show a lot of 
commercials have better 
programs 


Television sta- 

tions supported by 
public tax money do a 
better job of informing 
the public than those 
which have advertising 
on them 


We couldn't get the 
programs we want on 
television without 
advertising 


RU iSeCia ici 20 
imagine watching tele- 
vision without any 
commercial breaks 


Neither 

Agree nor ~ Average Level 

Agree Disagree Disagree Of Agreement* 
v4 % % 

84.3 6.6 8.1 
3720 24.4 3/.9 
27 ok Vaal 6 47.0 
Sheer 33.7 Zoe 
6625 1235 Soy, 
51.1 1ie3 36.9 
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TABLE 1 (CONTINUED) 


Neither 
Agree nor Average Level 
Agree Disagree Disagree Of Agreement* 
% % % 
There should be at 
Teast one channel on 
which there is no 
advertising 72.0 14.3 Vorc 
There should be no 
advertising at all on 
television 3000 oes 48.0 
I'd rather pay money 
to watch good programs 
than have to put up 
with all the advert- 
ising on television 49.9 i eeye 34.4 


* {Average level of agreement indicates the sentiment of Canadians with respect 
to each attitudinal statement along a continuum from "disagree completely" 
(average level of 1.0) to “agree completely" (average level of 5-0). .shus 
higher average levels indicate greater agreement. 
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II. Attitudes Of Canadians Towards The Frequency And 
Number of Advertisements on Television 


Issues related to the frequency and number of television 
commercials are focused upon through the following statements: 


There are far too many commercials on television most 
of the time. 


I would not be upset if there were twice as many commercials 
on television as there are now. 


It is annoying to see three commercials in each half hour 
of programming. 


Four commercials in a row are too many. 


It iS annoying when they snow as many as five or six 
commercials all in a row. 


A blanket measure of how completely Canadians reject the current quantity of 
commercials broadcast on television is obtained by the item "there are far 

too many commercials on television most of the time". Countering this, a 
Stringent acceptance measure is provided in the item "I would not be upset if 
there were twice as many commercials on television as there are now". The 
acceptable threshold: number of commercials which Canadians on average are 
willing to accomodate is measured by the amount of rejection occurring for 
successively increased numbers of commercials. The items used are “it is 
annoying to see three commercials in each half hour of programming", “four 
commercials in a row are too many", and "it is annoying when they show as many 


as five or six commercials all ina row”. 
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Canadians almost unanimously agree that television is excessively 
Saturated with commercials. As well, almost four out of five find three 
commercials per half hour to be annoying, and better than nine out of ten 
find four or more commercials in a row to be annoying. Both the current 
number and the current frequency of commercials on television appear to be 


in excess of the acceptable level of most Canadians. 


TABLE 


ATTITUDES TOWARDS TELEVISION ADVERTISING 
(Frequency And Number Of Advertisements On Television) 


Neither 
Agree nor Average Level] 
Agree Disagree Disagree Of Agreement 
% % % 
There are far too many 
commercials on tele- 
vision most of the time 87.1 4.7 <0 
I would not be upset 
if there were twice as 
many commercials on 
television as there 
are now 9.8 384 85.8 
It 1S annoying to see 
three commercials in 
each half hour of 
programming 78.2 tac 13.6 
Four commercials in 
a row are too many O72 ot. 300) 4.0 


It is annoying when 

they show aS many as 

five or six commercials 

all ina row a | 250 4.9 
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II]. Attitudes Of Canadians Towards The Placement Of 
Comnercials Within Television Programming 


This section taps attitudes towards the interspersion of 


commercials within television programs, using the following statements: 


The commercial breaks make it difficult to follow the program 
you are watching on television, 


Commercials on television interrupt the program at the worst 
possible time, 


I find the commercial breaks useful because they allow me to 
dc other things. 


I prefer watching programs where commercials are shown only at 
the beginning and at the end. 


I don't like the way the commercials which are shown together 
jump around from one thing to another. 


I would rather see a small number of longer commercials than a 
Tot of short ones. 


The items "the commercial breaks make it difficult to follow the program you 
are watching on television” and "commercials on television interrupt the program 
at the worst possible time" register the primary negative aspect of placing 
commercials within television programs. A possible positive aspect of such 
placement is examined by the item "I find the commercial breaks useful because 
they allow me to do other things". Attitudes towards an alternative time 
location for commercials is then examined using the item "I prefer watching 
programs where commercials are shown only at the beginning and at the end”. 
Concern regarding possible discontinuity between commercials which are shown 
together is registered by the item "I don't like the way the commercials which 
are shown together jump around from one thing to another". The item "I would 
rather see a small number of longer commercials than a lot of short ones" 

then solicits interest in the possible alternative of presenting several long 
commercials rather than many shorter more disjointed ones within the same given 


time period. 
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Whereas almost two thirds of Canadians agree that commercials make 
it difficult to follow a program, better than five sixths will agree that 
commercials interrupt at the worst possible time. Compared to these basic- 
ally negative views towards the interspersion of commercials within television 
programs, more than half of all Canadians do find commercial breaks useful in 
that they allow people to have time away from the television set without 
missing part of the actual program being watched. It appears that the ‘interests’ 
of both those who recognize the negative effects and those who recognize 
the positive benefits of advertising which is interspersed throughout program- 
ming would be best met by placing advertising only at the beginning and at 


the end of programs. 


Concern regarding the discontinuity of commercials which are shown 
together is expressed by just over half of all Canadians, and when offered a 
fewer number of longer and less disjointed commercials, instead, another one 
sixth of Canadians express an interest. Thus attitudes towards how commercials 
are organized within their own time allotment are not as clearly resolved as 
are attitudes towards how commercial time allotment might be scheduled into 


total broadcasting time. 
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TABLE 3 | ab (0 


(Placement Of Commercials Within Television programming) 


Neither . 
Agree nor Average Level 
Agree Disagree Disagree Of Agreement 
yA vA % 


The commercial breaks 

make it difficult to 

follow the program you 

are watching on tele- 

vision 62.0 9.9 2450 


Commercials on tele- 
vision interrupt the 
program at the worst 
possible time 85.6 649 hee 


‘J find the commercial 

breaks useful because 

they allow me to do 

other things 56.2 eb 27.8 


I prefer watching 

programs where com- 

mercials are shown 

only at the begin- 

ning and at the end 88.7 6.4 4.5 


I don’t like the way 

the commercials which 

are shown together jump 

around from one thing 

to another 530i B20 Nee J, 


I would rather see a 

small number of longer 
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of short ones 67.4 2020 Wars 
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IV. Attitudes Of Canadians Towards The Manner Of Presentation 


Of Television Advertising 


The last group of statements which emphasize concerns regarding 
the overall presence of advertising on television are primarily related 
to the manner in which commercials are actually presented on television. 
The following statements are used: 

I hate seeing the same commercial over and over again. 


Some commercials are really irritating because they turn up 
the sound. 


I hate it when the announcer in the commercial sounds loud 
and excited. 


A commercial should be shown in the language of piaee! SA sD eee 
not dubbed or translated. 


| Repetition is examined through the item "I hate seeing the same commercial over 
and over again". Attitudes towards the perceived increased volume levels of 
some commercials are examined using the item "some commercials are reeily irri- 
tating because they turn up the sound", and to a lesser extent through the item 
"I hate it when the announcer in the commercial sounds loud and excited". As | 
well, the response to commercials which have been adapted from another language 
is registered by the item "a commercial should be shown in the language of those 


viewing it... not dubbed or translated". 
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The manner in which television advertising is presented is also 
the object of considerable criticism. Attitudes towards repetition of the 
same commercial are particularly negative. Commercials which have a higher 
volume level than the accompanying program are perceived almost as negative- 
ly, and so are commercials which utilize a loud and excited sounding announcer. 
As well, the majority of Canadians holding an opinion regarding dubbed commer- 
cials believe that those which were originally produced in another language 


should not be shown. 


TABLE 4 


ATTITUDES TOWARDS TELEVISION ADVERTISING 
(Manner of Presentation Of Television Advertising) 


Neither 
Agree nor - Average Level 
Agree __-_Disagree Disagree Of Agreement 
% % o 
I hate seeing the same 
commercial over and 
over again 88.2 GAZ 4.2 
Some commercials are 
really irritating 
because they turn up 
the sound 81.3 10.6 7.4 
I hate it when the 
announcer in the com- 
mercial sounds loud and 
excited 7520 14.3 9.6 


A commercial should be 

shown in the language 

of those viewing it - 

not dubbed or trans- 

lated 69.5 20.3 9./ 
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V. Attitudes Of Canadians Towards Various 
Types Of Television Advertising 


The next four groups of statements (Sections V through VIII) 
represent a shift in emphasis from concerns about the overall presence of 
advertising on television, to concerns about actual content of television 


commercials. 


The largest single group of statements examines individuals' attitudes 
towards various different types of commercials. The following statements are used: 


Some television advertising on children's programs is really unfair 
to parents. 


Advertisers should not be allowed to use well-known celebrities to 
sell their products on television. 


I don't like the way some advertisers tell you that you can have 
the good life if only you would use their product. 


A comparison of different brands should be allowed in television 
commercials. 


Television stations should not be allowed to show commercials for 
things like undergarments or personal hygiene products. 


Advertising for other programs is just as annoying as advertising 
for products. 


Promotions that tell you what programs are going to be. on 
later are just as annoying as the commercials. 


Attitudes towards commercials which are directed to children, which are present- 
ed by celebrities, which allude to a particularly desirable standard of living, 
which compare specific products, and which advertise personal products are each 
respectively examined by the first five items listed. The last two items both 


examine attitudes towards station commercials which advertise upcoming programs, 
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When asked to indicate how objectionable they find different 


types of television advertising to be, Canadians do show distinct priorities 
despite generally appearing to downgrade all commercials. About seven tenths 
disapprove of advertising that is directed to children and disapprove of 
advertising which alludes to a particularly desirable standard of living. 
About four tenths object to the uses of celebrities in commercials and a 
Similar proportion object to television advertisements for personal products. 
Attitudes towards television station commercials which advertise upcoming | 
programs are more strongly polarized. Almost half of all Canadians agree 
that this type of advertising is annoying, while another two fifths disagree. 
The least offensive type of commercial examined involves comparative 
advertising, and only one quarter of all Canadians believe it should not 


be allowed on television. 
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ATTITUDES TOWARDS TELEVISION ADVERTISING 


Types Of Television Advertising 


be allowed to use well- 


known celebrities 
sell their product 
television 


I don't like the w 
some advertisers t 
you that you can h 
the good life if o 
you would use thei 
product 


A comparison of di 
ferent brands shou 
be allowed in tele 
vision commercials 


Television station 
should not be allo 
to show commercial 
things like underg 
ments or personal 
hygiene products 


Advertising for other 


programs is just a 


annoying as advertising 


for products 


Promotions that te 
you what programs 
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VI. Attitudes Of Canadians Towards The Informational And 


Entertainment Roles of Television Advertising 


This section determines to what extent Canadians believe 
television commercials should be, and are, either informational or 
entertaining, or both. The following statements are used: 


It is more important for television perme care to be informative 
than entertaining. 


The best commercials are the ones which give you information 
without any gimmicks, 


Television commercials rarely tell you anything useful about 
the product which is being advertised, 


Advertising is suited to television because both the commercials 
and the programs have nothing to do with my everyday life. 


The best commercials are those which are the most entertaining. 


Some television commercials are more entertaining than most of 
the programs I watch. 


Three items, "it is more important for television commercials to be informative 
than entertaining", "the best commercials are the ones which give you information 
without any gimmicks", and "the best commercials are those which are the most 
entertaining" all register Canadians' attitudes regarding how informative 
television commercials ideally should be or actually are. Contrasted to this 
ideal role of commercials, the situations which Canadians actually perceive 

to exist is recorded through the items "some television commercials are more 
entertaining than most of the programs I watch", "television commercials rarely 
tell you anything useful about the product which is being advertised”, and 
“advertising is suited to television because both the commercials and the 


programs have nothing to do with my everyday life”. 


Ni ‘a aT AP dh pee eae 
; a 7 i) AP 
ca ia a ‘ wes i oe > ively 


le ' r 

he ae ie i NG i Wee 
ie | 
Hye . me i ne ah he Ay aed ane 


geen Saar 


noks eariotat woy, ovtp stot aang dhs: 16 sfetoyeme send aay “enrnns ¥ E i 
teem. eds os ota adnild aye #8tovemer tee ay” a few i 
evtisarvotny word pai brager eels (Ite "gan hbateey ste tye ihe 0 . 
etdd oF batezsviaad avs Ul feuton + ed biuoda ‘ultoab} cstv: | ‘ 
svienisg, uffsudoe enat bens’ ris Ft enatdoutie od tt storinagte aie: 
atom! 948 2tatorammas notatverad ome” amas oid dquernts bebriquitt tetas ot 
ylang aT atsyenmos notztvelas” ,"dotaw T aneyvory. att oe) 3 mii 

bets beat erate pated 2 ty bel Jovborg sdz Jugda’ fueew' cae vie 

wy das 2fshorvanmnos sith dod #eusogd nobetvel'na os bas tiie: 2h or ¥; 


t* 


erit vabicrava ym ditty ob od gotiton sing 


J 7 . ) 
iy ve 7 okt: | iL 


-169- 


Although four out of five Canadians believe that the primary role of 
television ‘advertising should be informational, less than three out of ten 
believe that such a role is fulfilled. Conversely, although a small pro- 
portion, three fifths of Canadians, believe that commercials should fulfill 
an entertainment role, a relatively high proportion, almost tyo fifths, find 
some commercials to be excellent in terms of this latter role. As well, 
attitudes are closely divided regarding the relevance of commercials to 


individuals’ everyday lives. 
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TABLE 6 


ATTITUDES TOWARDS TELEVISION ADVERTISING 


(The Informationai And Entertainment Roles Of 


television Advertising) 


Neither 
Agree nor Average Level 
Agree Disagree Disagree Of Agreement 

% % % 
It is more important for 
television commercials 
to be informative than 
entertaining 76.0 11.2 12.4 
The best commercials are 
the ones which give you 
information without any 
gimmicks BO lant Lee 8.4 
Television commercials 
rarely tell you any- 
thing useful about the 
product which is being 
advertised 56.6 14.1 Zae5 
Advertising is suited 
to television because 
both the commercials 
and the programs have 
nothing to do with my 
everyday life 40.7 Pa RSS) StU 
The best commercials are 
those which are the most 
entertaining 58.8 15.8 24.9 


Some television com- 

mercials are more en- 

tertaining than most 

of the programs I 

watch 38.6 JZ.4 48.2 
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VII. Attitudes Of Canadians Towards The Images 
Which Television Advertising Creates 


The degree to which commercials are considered to inaccurately 


portray people is examined through the following statements: 


A lot of television commercials are insulting to men, 
A lot of television advertisements are insulting to women. 


Most commercials for products like household cleaners suggest that 
housewives have no common sense. 


Television commercials don't really show people the way they really 
are, | 


If television commercials were completely realistic, nobody would 
want to watch them. 


The degree to which people believe that television advertising portrays men as 
well as women negatively is registered by the items "a lot of television commer- 
cials are insulting to men” and " a lot of television advertisements are insult- 
ing to women". The negative portrayal of women specifically within household 
product commercials is further examined by the item "most commercials for 
products like household cleaners suggest that housewives have no common sense”. 
The perceived presence of other possible incorrect images of people is then 
recorded using the item "television commercials don't show people the way they 
really are". This item is somewhat related to the area of associating people 
with a particularly desirable lifestyle which was previously introduced through 
the type of advertising item "I don't like the way some advertisers tell you that 
you can have the good life if only you would use their product”. One final item 
related to this area is "if television commercials were completely realistic, 


nobody would want to watch them". 
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A high proportion of all Canadians, four fifths, hold the attitude 
that television advertising portrays people in an imaginary rather than 
factual manner. This perceived discrepancy would appear every time commercial 
television with advertising is watched, and yet subsequent findings (in Section 
VIII) show that individuals strongly value truth in advertising. Thus it is 
understandable that the rationalization that people do not prefer to watch 
realistic commercials is accepted by almost half of all Canadians and re- 


jected by only a third of them. 


Mixed feelings also occur regarding whether or not men are negative- 
ly portrayed in commercials, but people agree three times as often as dis- 
agree that women are portrayed negatively. Within the specific area of 
household product commercials, women are considered to be portrayed even 


more negatively. 
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TABLE: 7 


ATTITUDES TOWARDS TELEVISION ADVERTISING 
(Images Which Television Advertising Creates) 


Neither 
Agree nor Average Level 
Agree Disagree Disagree Of Agreement 
% % vA 
A lot of television 
commercials are in- | 
sulting to men 39.2 304 3032 
A lot of television 
advertisements are 
insulting to women Bic LUE | 19.5 
Most commercials for 
products like household 
cleansers suggest that 
housewives have no 
common sense 64.2 Topo 19.9 
Television commercials 
don't show people the 
way they really are 82.4 Oo We 
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VIII. Attitudes Of Canadians Towards The 
Integrity Of Television Advertising 


This section expands upon possible inaccuracies in how 
people are portrayed (in Section VIII) by looking at the perceived 
truthfulness of television advertising generally. This is achieved 


through use of the following statements: 


Advertisers can say or show almost anything they like on 
television commercials without having to tell the truth. 


Advertisers should have the right to show the public their 
products in any way they want. 


Television programs such as Market Place (Fr. Consommateurs 
Avertis) tell you the truth about advertised products. 


Advertisements put out by the government are more believable. 
Perceptions of the existing amount of misrepresentation currently present in 
television commercials is recorded by the statement "advertisers can say or 
show almost anything they like on television commercials without having to tel} 
the truth". The degree to which Canadians believe that further control in this 
area is not required is then recorded through response to the similar item 
“advertisers should have the right to show the public their products in any way 
they want". The questions of control of television advertising is examined in 
greater detail by a separate group of regulatory statements, and by implication 
those attitudes also indirectly reflect the perceived integrity, or lack of 
Same, present in current advertising. Two other items "television programs 
such as Market Place (Fr. Consommateurs Avertis) tell you the truth about adver- 
tised products" and "advertisements put out by the government are more believable” 


respectively indicate the perceived truthfulness of each. 


A 


Beit 2 er | 
at U8 atin ¢ one ie. Horetvales T zen ut 
Pea 


? peed 


ree at , . 
were ey ee ane 

| % ) , eerie vd ‘% ebitenints! 2 ee cs “an 1 Om 

atir sini ‘pntitens 3 Poinfis wor so. Nee 2 Aes ‘adetleeas , 

; eae s a Atas od ented, Fucnldte et akay HEROD Bastin 


=) 


t 


‘rad? se fdug oul wots “aa Sri vata ove aveTiiol te evant 
bee) PAG, vans Kaw! Ye nh ee: 


. n= Tes pai" 
bie ah Loe ge ott Beast © (uy b> pl nly 5 weet 
STL SS | ney 241} 9609 Seiya 28 dae’ ane V0 1G agian 
~  SOGIE esi sevbs Jvodansiurt: any NOX. ioe, ets 


ahdavolisg even aie SONIC at vd | lade ‘dud: etngnest ison 


yy of tani is 5 jelly ae. a = th se ip Be weeds my / 
ye greeer vu wetada wat athaes ari nen n16 ruins { niger xaians a0. 


P tid cf ee eee On Fee ee See ag a) a ar os foe oe 
B52 een Juodsiw eer sisinoo norervohss 10 Sy) Yen? prints 
il ls ae ie Oi. 7 E ed ae 
eathe (Fi d Ste UAST BAT oo) bot cy ri | 7m rh |. Je ont . 
v i L 
46 “NOiOME2 She OF SAoGS). CRvONnT CHDA0je7 pea of ba ttvpet ion § 


y . * ae } f } aa ] a t : 6. es = 
V6" Vin. JUDO? Viste IFPI Sal woe: Of Sots isi 2 OVE 7 [HO Ay Pia | Side 


> hentanxe 2h onbetgyaubs adteryel4h tov fisinos, 1 0. 2r arTesup sn tM 

, . 5 , by - aes mi ' ) 

aotisai ae as iS. - gi ranst sie PICT Hele Xe Aue Eran ease 6.40 tcc! 

to dnal vo voted Sy foo1Ssq ani rE em ihe TDA oets zat ud Te 208d 

moves aobatyefas” netr «sige owl?” ,onte tayevi b6 trials nt seceianak wigs 

| io | oe sr: 

, ; ; ; A a » 

, 4 4 f+ ra’ f y le A ogee ‘ —™ ;  E ia 

~ovba. Fuods tiv aft yov Piss (ari ‘av e733 ir moenod, » 43) TIk a teiren ae 
i ; a rT ' 


“aldsvarisd stom 5 PREM TSsyOR. + Vd AUS, Ju edivemed 3 5 (bah ae aie: * 


Ae 
ry Ne 


abo FO zean tui atid bavisaneg qdt ‘ad Sibnt fom 


pe 
wpm 7 rer. 


-175- 


Almost half of all Canadians believe that television advertisers 


make whatever claims they want on commercials without necessarily telling 


the truth. As well, Canadians disagree in a ratio of almost two to one 


that advertisers should be free to produce any commercials they want to. 


In actual fact, the source of truth about advertised products is more often 


perceived to be available from consumer shows than from the actual commercials. 


One specific advertiser, the government, fares slightly better. 


For every three 


people who agree that government commercials are more believable than tele- 


vision advertising generally, only two disagree. 


BABLEG 8 


ATTITUDES TOWARDS TELEVISION ADVERTISING 
Integrity Of Television 


Neither 
Agree nor 


dvertising 


Average Level 


Agree Disagree Disagree Of Agreement 


ye 


Advertisers can Say or 
show almost anything 
they like on television 
commercials without 
having to tell the 
truth 48.7 
Advertisers should 

have the right to show 
the public their products 
in any way they want 31.6 
Television programs such 
as Market Place (Fr. 
Consommateurs Avertis) 
tell you the truth about 
advertised products 12¢6 
Advertisements put out 

by the government are 


more believeable 45.6 
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IX. Attitudes of Canadians Towards The Regulation Of 
Truth In Television Advertising 


Attitudes towards the regulation of truth in television commercials 
is aScertained by asking individuals how strongly they agree with the following 


statements: 


Tne government or the television stations should check all commercials 
to make sure that what they are saying is really true, 


It is up to the government to ensure that advertisers can prove 
everything they say in television commercials, 


The government should prosecute any advertisers who mislead the 
public. 


Any advertiser misleading the public should not be allowed to show 
any commercials for a period of time, 


Any advertiser that misleads the public should be required to go on 
television again and tell the truth. 


On an overall level, response to these statements indicates the degree to which 
the Canadian public values truth in advertising. The specific items "the govern- 
ment or the television stations should check all commercials to make sure that 
what they are saying is really true" and "it is up to the government to ensure 
that advertisers can prove everything they say in television commercials" 

suggest who might be responsible for ensuring that only truthful advertising 
appears on television, whereas the items "the government should prosecute any 
advertisers who mislead the public", “any advertiser misleading the public should 
not be allowed to show any commercials for a period of time", and "any adver- 
tiser that misleads the public should be required to go on television again and 
tell the truth" suggest possible sanctions which might be invoked against those 


advertisers who produce misrepresentative advertising. 
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It was previously found (in Section VIII) that almost a two 

thirds majority of Canadians believe that advertising content should be 
regulated in some manner. Herein the Canadian public is further shown 
to place an extremely high value on the integrity of television commercials 
as evidenced by the unanimity with which they advocate enforcement of truth- 
ful advertising and by the unanimity with which they advocate sanctions 
against untruthful or misleading commercials. Also, the crown prosecution 
1S marginally more often seen to be effective than are various more innovative 


forms of sanction. 
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TABLE 9 


ATTITUDES TOWARDS TELEVISION ADVERTISING 
(Regulation Of Truth In Television Advertising) 


Neither 
Agree nor Average Level: 
Agree Disagree Disagree Of Agreement 

4 % % 
The government or the 
television stations 
should check all com- 
mercials to make sure 
that what they are 
saying is really true 90.0 asi) 350 
It is up to the govern- 
ment to ensure that 
advertisers can prove 
everything they say in 
television commercials 85,0 rae bc ® 
The government should 
prosecute any advert- 
isers who mislead the 
public 89.9 sal 4.2 
Any advertiser mis- 
leading the public 
should not be allowed 
to show any commercials 
for a period of time 87.7 Soo 5.4 


Any advertiser that 

-misleads the public 

should be required to 

go on television again . 

and tell the truth 87.6 Tec 4.8 
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X. Attitudes Of Canadians Towards Canadian Content 
For Television Advertising 


The degree of nationalism present in attitudes Pei dit Canadians 
towards television commercials are reviewed in this section. This is done 
in terms of the product being advertised and in terms of clues which would 
indicate the country of origin of the advertisement using each of the 
following two statements respectively: 


I would prefer to see a commercial for Canadian products 
rather than American products. 


If the quality was the same, I would prefer to see a Canadian 
commercial rather than an American commercial. 


The former statement taps the utilitarian desire for information relevant 
to purchasing products which are available within the Canadian market. The 
latter statement shifts in emphasis to the more conceptual value of 


nationalism countering the economic Jink with American advertising. 


The majority of Canadians display decidedly nationalistic attitudes 
towards the country of manufacture of television advertised products and 
towards the country of origin of the commercial itself. In both cases, 
three quarters of Canadians do indeed prefer Canadian product advertising 
and Canadian made commercials, one sixth are indifferent, and the small 


remainder tend to hold opposite attitudes. 
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TABLE 10 


ATTITUDES TOWARDS TELEVISION ADVERTISING 
(Canadian €ontent In Television Advertising) 


Neither 
Agree nor Average Level 
Agree __ _Disagree Disagree Of Agreement 
% vA % 
I would prefer to see 
a commercial for Can- 
adian products rather 
than American products 75.7 VE Ge 6.5 


If the quality was 

the same, I would pre- 

fer to see a Canadian 

commercial rather than 

‘an American commercial 75.4 7 42 6.6 
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XI. Personal Resnonse Of Canadians To 


Television Advertising 


This section examines the personal behaviour of 
Canadians with regard to television advertising. Individuals were 
asked to estimate how frequently they find themselves exhibiting the 
behaviour indicated by each of the following statements: | 

I leave the room to get something when a commercial comes on. 


I flip the dial to see what's on the other channels when a commercial 
comes on. 


I get annoyed when a commercial comes on. 
I do something else until the commercial break is over. 
I watch the commercials. 


I make a point of seeing a commercial that I like. 


The personal behaviour of Canadians when commercials come on the 
television reflects their generally negative attitudes towards television 
advertising. One third often become annoyed with commercials. As well, 
between one third and almost two thirds engage in a variety of avoidance 
behaviours ranging from changing channels during commercials to doing such 
other things as leaving the room until the commercials are over. In fact, 
almost one third also indicate that they seldom, if ever, watch television 


commercials. 


Nonetheless, almost ahs fifths of Canadians do not find television 
advertising to be annoying, slightly fewer often watch commercials, and 
about one fifth will make a point of viewing commercials that are particul- 
arly liked. This behaviour indicates that although the majority of Canadians 


dislike television advertising, a minority of Canadians do indeed enjoy it. 
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ATTITUDES TOWARDS TELEVISION ADVERTISING 


(Personal Response to Television Advertising) 


I leave the room to.’ 
get something when a 
commercial comes on 


I flip the dial to 
see what's on the 
other channels when 
a commercial comes 
on 


I get annoyed when a 
commercial comes on 


I do something else 
until the commercial 
break 1S over 


I watch the com- 
mercials 


I make a point of 
seeing a commercial 
that I like 


Never/ 


Seldom Occasionally Often Frequency Level* 


ye 


1359 


17.6 


Dike? 


Average 


% 


* Average frequency level indicates how likely Canadians are to exhibit the 
behaviour indicated by each statement along a continuum from "never" (average 
level of 1.0) to "very often" (average level of 5.0). Thus higher average 
levels indicate greater frequency. 
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XII. Attitudes Of Subgroups Of The Canadian Population 
To Advertising On Television _ 


This section of the analysis of television advertising attitudes 
focuses on relative differences which occur within each demographic area. 
Overal] poe iar attitudinal levels have been examined in the previous section. 
All the demographics discussed in this section contribute strongly towards the 
systematic understanding of how attitudes vary within this complex attitudinal 
area. Following the discussion of findings, Table 12 summarizes average levels 
of agreement and average frequency levels for all component items across al} 


relevant demographics. 


Attitudes towards television advertising differ markedly according to 
language spoken. French speaking Canadians are definitely more negatively dis- 
posed towards the various issues surrounding advertising on television just as 
they are regarding attitudes towards advertising generally. Although they find 
it more difficult to imagine television being without commercials, those who 
speak French less often believe advertising is necessary to support good pro- 
gramming and more often advocate the removal of advertising from television. 

They proportionately more often perceive the frequency, number, placement, and 
presentation of commercials on television to be both interrupting and annoying. 
In fact, they much more strongly advocate showing fewer longer commercials before 
and after the actual program in preference to the current situation in which a 
whole series of short disjointed commercial interruptions are allowed. They also 
more strongly believe that commercials using dubbed translations should not be 


allowed on television. 
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French speaking Canadians are more skeptical of the integrity of 
most television advertising, and correlatively, are more concerned about 
standards and enforcement in this area. They more often perceive that con- 
sumer shows rather than actual commercials are a suitable source of truth about 
advertised products, and similarly, they more often perceive government com- 


mercials to be more believable than commercial advertising on television. 


Both French speaking Canadians and English speaking Canadians hold 
comparable attitudes regarding images created by television advertising and 
regarding the types of advertising used. The one exception is that those who 
speak French considerably more often become annoyed with television station 


commercials which advertise upcoming programs. 


Compared to English speaking Canadians, French speaking Canadians 
proportionately more often believe that television advertising should fulfill 
an informational role and proportionately less often believe it should fulfill 
and entertainment role. This is consistent with their attitudes towards the 
television medium generally. Yet for those who speak French, their expectations 
for commercials are less often met. Rather they perceive television commercials 


- to be more fictional and less factual than do English speaking Canadians. The 


desire for informational advertising displayed by French speaking Canadians 
further manifests itself in that they somewhat more often prefer Canadian 
product advertising. Certainly advertising for products which are available in 


Canada will be of greater use to the Canadian shopper than advertising for 


American products would be. 
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The proportionately more negative attitudes expressed by French 
speaking Canadi:ans do not always manifest themselves behaviourally. Although 
those who speak French more often avoid television advertising by selecting 
other channels during commercials, they less often leave the room during 
commercials than do those who speak English. As well, English speaking 
Canadians more often become annoyed with commercials and less often make 
any special effort to view favoured commercials than do French speaking . 


Canadians. 


Attitude differences according to sex, although less pronounced, do 
occur in a consistent fashion. Males appear to be more accepting and less 
opinionated regarding television advertising than do females, and in particular, 
than do housewives. For example, agreement that there should be no advertising 
on television occurs more often among females, and within that group, most often 
among housewives. They also more often object to the frequency, number, placement, 
and loudness of television commercials. More restrictive attitudes towards the 
Pees cor commercials which should be allowed on television are held by females, 
and again, particularly by housewives. As well they more often perceive commercials 
as projecting a negative image of both men and women. coretee also more often tend 
to perceive the proper role of television advertising to be more informational and 
less entertainment orientated than do males. However, females’ expectations in 
this regard are relatively less often perceived to actually be realized. Males 
somewhat more often than females believe that television commercials provide 
useful product information. The stronger Canadian content desire displayed by 
females towards commercials may further reflect the utilitarian informational role 


that they desire from television advertising. 
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The integrity of television advertising is also perceived some- 
what differently by each sex. Females and particularly housewives, somewhat 
more often believe that advertisers currently do not have to tell the truth 
and correlatively, that they should be more tightly controlled. They 
somewhat more often seek the truth about advertised products not from commercials 
but from consumer programs instead. Also, they somewhat more often believe | 
government sponsored television advertisements to be more believable than 
regular commercially sponsored advertising. Nonetheless, except regarding the 
innovative sanction of not allowing advertisers to show commercials for a 
period of time, females do not advocate regulatory measures for advertising 
any more strongly than do males. Certainly in an absolute sense, both sexes 
nonetheless do show considerable concern regarding the enforcement of truth 


in advertising. 


In terms of individuals’ behavioural response to advertising on 
television, differences between males and females occur, but not between house- 
wives and females generally. Females proportionately more often passively avoid 
commercials. They are less likely to watch commercials tending instead to more 
often do other things until the commercial break is mee Males more often watch 
the commercials, and even make a particular point of seeing favoured commercials. 
A more active commercial avoidance behaviour is more often adopted by males and 


it involves changing the channel when commercial breaks come on the television. 


Negative attitudes towards some aspects of advertising on television 
increase as age increases. Placement, discontinuity, and loud presentation all 
annoy Canadians of increasing age. Personal product commercials are found to 
be increasingly offensive, and station sponsored program advertisements in 


particular are more likely to also annoy these individuals. 
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Older individuals hold increasingly incredulous attitudes towards 
television advertising integrity, and in defence of watching such advertising, 
appear to somewhat more often agree with the rationalization that if television 
commercials were completely realistic nobody would want to watch them. Ronéthe- 
less, older people more often believe the advertiser should have maximum freedom 
of presentation, and they do not more often indicate that government should 
enforce stricter advertising controls. These attitudes must be related to the 
fact that they also more often believe that television stations that have a high 
proportion of commercials also have a better quality program. Those 25 years old 
and over are only slightly more in agreement with applying various Sanctions 


against misleading and untruthful advertisers than are those aged 16 to 24. 


The desire for informative commercials also increases as age increases. 
Nonetheless, as was found with the language and sex groupings, an inverse relation- 
ship between desired and perceived again exists. The stronger one's desire is for 
informative advertising, the less one perceives it to actually be fulfilled. The 
correlation between increased desire for informative commercials and increased 
desire for Canadian content in commercials which was found with the language and 


Sex groupings again occurs according to age. 


Older Canadians (55 years old and over) least often agree that a 
commercial break is useful in the sense that it allows them to do other things. 
This is also borne out behaviourally; they least often do other things such 
as leaving the room during commercials. They also less often make a point of 


seeing favoured comnercials. 
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Despite the increasingly negative attitudes expressed towards 
their television advertising issues by increasingly older Canadians, they do not 
more frequently express the attitude that advertising should be eliminated from 
television. They do show a somewhat greater interest in having perhaps one or 
several stations without advertising, but nonetheless, they also more often believe 
there is a fundamental economic relationship between commercials and quality 


television programming. 


Attitudes towards advertising on television vary together within the 
education, occupation, and income measures of socioeconomic status. However, 
the correlation is not as strong here as it is regarding the two less complex 
separate attitudinal areas of advertising and television. Also, those at either 
end of the socioeconomic scale cannot be characterized as being either favourably 
or unfavourably disposed towards this entire complex attitudinal area. Rather, 


attitudes are found to vary between and sometimes within, component issues. 


Those with less education and lower occupational satel more strongly 
believe that advertising is necessary to assure the peneanoeiice Of quality tele- 
vision programs. Canadians of lower socioeconimic status much more firmly believe 
that television programs supported by advertising, and particularly by lots of 
advertising, are of better quality. Correlatively, these same people are less 
able to visualize television programming that is free of commercials. It is also 
interesting that those with post secondary education or white collar jobs somewhat 
more often agree that they would prefer to pay directly towards the cost of pro- 
gramming so as to avoid commercials, whereas those with higher incomes somewhat 


less often prefer the alternative of paying money. 
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Canadians of lower socioeconomic status are more willing to admit 
that commercials serve a useful function by allowing them additional time to 
do other things. However, the tendency to do other things during commercial 


breaks, including leaving the room, increases aS socioeconomic status increases. 


Those of lower education, occupation, and income levels also react 
more negatively towards the disruptive and annoying placement of advertisements 
within television programs , and they more strongly advocate placing fewer longer 
commercials into the same time allotment which currently presents many short un- 
related ones. Those of higher socioeconomic status appear more able to tolerate 
Or perhaps ignore these negative aspects of television advertising, even though 
they less often believe that there is any economic need for advertising on 


television. 


Attitudes appear mixed towards various types of television commercials. 
As education and income levels increase, Canadians somewhat more often appreciate 
station advertisements for upcoming programs and also appear to be somewhat more 
open minded regarding the presence of personal product advertising. These same 
individuals slightly more often accept comparative advertising, and yet this type 
of advertising is also slightly more often accepted by blue collar workers than 
it is by white collar workers. Conversely the use of celebrities in commercials 
is slightly more often accepted by white collar workers, but is slightly more 
often frowned upon by higher income people. A more definitive reversal of 
attitude occurs in two other areas. Canadians of higher socioeconomic status 
are considerably more critical of advertising which associates products with a 


particularly desirable lifestyle, and are more critical of advertising which 


is directed at children, than are Canadians of lower socioeconomic status. 
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Those of higher socioeconomic status also less often expect and 
less often find that television advertising provides entertainment value. 
However, informative commercials are not differentially desired according to 


socioeconomic status. 


Canadians’ attitudes towards how commercials portray both men and women 
are readily differentiated according to education and occupation, but not by income. 
Those with post secondary education or white collar jobs more often tend to agree 
that television advertising is insulting to both sexes, but that in particular, 


household product advertising degrades women. 


Regarding the perceived integrity of television advertising, those of 
increasing socioeconomic status proportionately more often believe that controls to 
ensure truth in advertising work and are necessary. They are slightly more inclined 
to advocate crown prasecution as a means of enforcing this area, but are marginally 
less likely to see any need for more innovative sanctions. Because of such beliefs, 
they do not proportionately more often look elsewhere for the truth regarding adver- 
tisements, nor do they more often believe that commercially sponsored advertising 1s 
any less believable than government advertising. Related to their more positive 
attitudes towards the integrity of commercials, Canadians with higher education, 
occupation, and income levels less often rationalize that if television commercials 


were completely realistic nobody would want to watch them. 


In terms of population density, few strong differences occur in attitudes 


towards television advertising. Rural area Canadians and those living in smaller 
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centres do proportionately more often believe that television commercials 
should be informative more so than entertaining. They also more often prefer 


Canadian produced commercials for Canadian products. 


tamaiians living in large metropolitan areas, somewhat more often 
agree that there are too many commercials on television and that they make 
it difficult to follow the programs, and they are also somewhat more sneqined 
to become annoyed with television commercials. As well they see less aera ey 
in commercial breaks, but more frequently do other things during Conmercials 


rather than watch them. 


Canadians living in centres with a population between 100,000 and 500,000 
are characterized by their generally more positive attitude towards the economic 
relationship between advertising and television. Just as they are more positively 
disposed towards advertising generally, they see it as being a necessary means of 
support for quality television programming and thus also least advocate its removal 
from one or more television channels. They also less often find commercial breaks 


distract from television programs. 


Attitudes towards certain issues surrounding television advertising 
consistently vary between several geographic regions of Canada. In Ontario 
and the Prairie provinces the economic relationship between advertising and 

--vision is more often perceived to be necessary, and its continued presence 
also more often considered acceptable. Canadians living in these four 


provinces also least often agree that the placement and number of commercials 
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is disruptive or annoying. They more often accept the presence of a 
moderate number of commercials and accept the discontinuity that is 
caused both by showing several of them together and by dispersing them 
throughout the- program. They alsa least often believe that publicly 
supported television is as effective as commercial television at ful- 


filling an informational role. 


Residents of Quebec appear much less favourably disposed towards 
advertising on television. As well as proportionately more often agreeing that 
there are far too many commercials on television most of the time, they more 
‘often find the placement of commercials to be interrupting and pie in fact 
prefer fewer longer commercials placed at the end of programs. They more 
strongly dislike loud irritating commercials; they emphasize the need for 
government enforcement and innovative sanctions regarding regulation of 
commercials; and they less often perceive commercials to contain useful 


factual information. 
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ATTITUDES TOWARDS TELEVISION ADVERTISING 


Total Language Sex 
Canadians English French Male Female 


Relationship | of Advertising to 


Television: 


Advertising on television is 
necessary because it pays for the 
programs we get on television 4.2 4.3 4.1- 4.2 a 42 


Televiston programs that are 

sponsored by advertising are 

usually better than those 

which have no advertising 5 0) 5 i) 3 it 8.0 2.9 


Television stations that show 
a lot of commercials have 
better programs c.f Cod 2./ Lad “aan & 


T.V. stations supported by 

public tax money do a better job 

of informing the public than those ; 

which have advertising on them Bee Be 3.4 woe i 


We couldn't get the programs we 
want on television without adver- | 
tising Cad) Ord SNe ae at 3.7 


It is difficult to imagine watch- 
ing television without any commer- 
cial breaks RRs ral oo oe Sard 


There should be at least one channel 
on which there is no advertising 4.1 4.0 4.3 4.1 AT 


There should be no advertising at 
all on television 2.9 Zoo ore 2.6 2.9 


I'd rather pay money to watch good 
programs than have to put up with 
all the advertising on television See One Sue ooo coy 
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TABLE 12 (CONTINUED) 


Total Language . Sex 
Canadians English French Male Female 


Frequency and Number Of Advertisements 


on Television: 


There are far too many commercials 
on television most of the time 4.4 4.3 4.7 4.3 4.5 


I would not be upset if there were 
twice as many commercials on tele- 
- vision as there are now 1.6 25 16 1.6 1.5 


It is annoying to see three commer- 


cials in each half hour of program- | 
ming 4.2 4.1 4.5 4.1] 4.3 


Four commercials in a row are too 
many ee 4.6 Boy 4.6 a 


It is annoying when they show as 


many as five or six commercials 
all in a row | 4.7 4.7 4.8 4.6 Cay 


Placement of Commercials Within 
Television Prograrming: 


The commercial breaks make it 
difficult to follow the program 
you are watching on television B20 3.4 4.1 3.0 Sebo 


Commercials on television inter- 
rupt the program at the worst 
possible time 4.4 4.3 4.7 4.3 4.5 


I find the commercial breaks use- 
ful because they allow me to do 
other things 3.4 3.4 See 260 3.4 


I prefer watching programs where 
commercials are shown only at the 
beginning and at the end 4.6 4.5 4.7 4.5 4.6 


I don't like the way the commercials 
which are shown together jump around 
from one thing to another cae Ra) 320 a.0 Say A 


I would rather-see a smal] number of 
longer commercials than a lot of 


short ones 4.0 3.8 4.3 4.0 4.0 


ana ae, ware WES 


een se 


‘2 


H wlth xs ito 
_ “eee 


am 2 ohm pil gare th i a tes 
89 povg inh? wot tobe aT igh . } by 
uf One ad RAE asi noraivet st ni ay A WOK 


on 
tA ae oF i 


ta GR ep oa vin 


SAAT pe} + Steals f 
‘TeNOW ait? 78 mene oO” 


seingg Bo 


re ae cue ba 


~ Sai) as ae fe ke ote 
. ab! a7 ain, wor (8 ‘yor be 
hE Et ei Pye. SUE . am aii 


Syarlw anErT OMA sinititin 
ot J5) ¥ ling, Tce: hie a 
af a4? ye Rae ah dns Sfidhe <e 


7 4 ia 


vinnie 


, eae vorkth Yau 8 oa Mine = Se: 
. = | . bavera dime. retieges “a tw 
..£ d.€ > Vt . 0,6 yar One or an 


TW sdiouy. f fete) Sema 


Won oA eo ip to Sots neds ayer: 


Sell 
ad 
<< 
> 
+ 


-195- 


TABLE 12 (CONTINUED) 


Total Language Sex 
Canadians English French Male Female 


Manner of Presentation 

of Television Advertising: 

I hate seeing the same commercial 

over and over again 4.6 4.6 £35 4.6 4.6 


Some commercials are really 
irritating because they turn 
up the sound Hes 4.3 4.5 4.3 4.4 


I hate it when the announcer 
in the commercial sounds loud 
and excited Axc 4.1 4.4 4.1] A °2 


A commercial should be shown 
in tne language of those viewing ; | 
jt not dubbed or translated A] 4.0 4.3 4.0 re 


Types of Television Advertising: 


“Some television advertising on 
-children's programs is really 
unfair to parents 4.0 4.6 4.7 Soo 4.0 


Advertisers should not be allowed 
to use well-known celebrities to 
_sell their products on television per & faye 3.4 py oes 


I don't like the way some advertisers 

tell you that you can have the good 

life if only you would use their . 

product 4.0 4.1 4.0 3.9 4.1 


A comparison of different brands 
should be allowed in television . ‘ 
commercials 3.5 i fae £ pss) 3.6 3.4 


Television stations should not 

be allowed to show commercials 

for things like undergarments 

or personal hygiene products SiH Sul a 2.9 ad 


Advertising for other programs — 
is just as annoying as adver- 
tising for products Bee See 3.4 re fnys ore 


Promotions that tell you what 

programs are going to be on 

later are just as annoying 

as the commercials S./ 3.0 3.4 3.1 3.0 
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Total 


Canadians 


The Informational and Entertainment 
Roles of Television Advertising: 


It 7S more important for television 
commercials to be informative than 
entertaining WSly. 


The best commercials are the ones 
which give you information with- 
out any gimmicks 4.3 


Television commercials rarely tell 
you anything useful about the 
product which is being advertised Ls) 


Advertising is suited to television 
because both the commercials and 

the programs have nothing to do 

with my everyday life S22 


The best commercials are those 
which are the most entertaining 3.0 


Some television commercials are 
more entertaining than most of 
the programs I watch 2.0 


‘ Images wnicn Television Advertising Creates 
A lot of television commercials are 


insulting to men Soc 
A lot of television advertisements 
are insulting to women 39/ 


Most commercials for products 

like household cleaners suggest 

that housewives have no common 

sense 3.8 


Television commercials don't | 
show people the way they really 
are -s 4.3 


If television commercials were 
completely realistic, nobody 
would want to watch them Py’ 


4.0 


4.3 


3.4 


Bo 


3.0 


220 


Bax 


3./ 


3.8 


4.3 


Soe 


Language 
English French 


4.3 


4.2 


3.3 


gi 


S20 


2.6 


sil 


3.7 


Stay] 


4.3 


One 


-196- 


Sex 
Male 
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TABLE 12 


Canadians 


Integrity of Television Advertisina: 


Advertisers can say or show 

almost anything they like on 

television commercials without 
having to tell the truth 


Advertisers should have the right 
to show the public their products 
in any way they want 


Television programs such as 
Market Place (Fr. Consommateurs 
Avertis) tell you the truth about 
advertised products 


Advertisements put out by the 
government are more believable 


Regulation of Truth in Television Advertising: 


The government or the television 
stations should check all commer- 
cials to make sure that what they 
are saying is really true 


It is up to the government to 
ensure that advertisers can prove 
everything they say in television 
commercials 


The government should prosecute 
any advertisers who mislead the 
public 

Any advertiser misleading the 
public should not be allowed to 
Show any commercials for a 
period of time 


Any advertiser that misleads the 
public should be required to go 
on television again and tell the 
truth 
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Sex 
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Canadian Content in Television 
Advertising: 


I would prefer to see a commercial 
for Canadian products rather than 
American products 


If the quality was the same, I 
would prefer to see a Canadian 
commercial rather than an 
American commercial 


Personal Response to Television 
Advertising: 


I leave the room to get something 
when a commercial comes on 


I flip the dial to see what's 
on the other channels when a 
commercial comes on 


I get annoyed when a commercial 
comes on 


I do something else until the 
commercial break is over 


I watch the commercials 


I make a point of Seeing a 
commercial that I like 


Total 


4.2 


4.3 


3.7 


ae) 


fae 


3.6 


3.0 


(ane 


(CONTINUED) 


4.2 


4.2 


3.6 


2.8 


S.4 


3.6 


5.0 


aay 


Language 
Canadians English French 


4.3 


4.3 


3.4 


352 


2.4 


S20 
320 


33 1 


-1 


Sex 
Male 


4.2 


S20 


3.0 


3.0 


3.4 
Jou 


eed 


98- 


Female 


4.3 


4.3 


Sais: 


ae | 


C29 


Sey 
249 


2.4 


ee She Gsculaene a 
Te hie Pe p.e ALE ! save’ 2 Yee ‘ 


os fe 048 se af | daar 


io Br fase tig ae ; 
ie es ker 8 aes ah ae 


TABLE =}2 (CONTINUED) -199- 


Age 


——n 68!.... rr rr en se ee 


Relationship of Advertising to 


Television: 


Advertising on television is 
necessary because it pays for 
ieeerograns we Get on television 3.9 4.1 4.2 °4.2 4.4 4.2 4,4 


Television programs that are 

sponsored by advertising are 

usually better than those 
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show a lot of commercials 
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want on television without 
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It is difficult to imagine watch- 
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15-17 18-24 25-34 35-44 45-54 55-64 65 and over 
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Frequency and Number of Advertisements 


on Television: 
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There are far too.many commercials 
on television most of the time 4.3 4.4 4.5 4.4 4.4 4.4 4.4 


I would not be upset if there 
were twice as many commercials 
on television as there are now DO hi eo ar aleoce Per a wicOre «Lee Ld. 


It is annoying to see three 
commercials in each half hour 
of programming oe, ASA Aes Nee A eet aE 


Four commercials in a row are 
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It is annoying when they show 


as many as five or Six commer- 
cials all in a row QP Ae | CA AE) GE RAT A) 


Placement of Commeretats—Within - 
Television Programming: 


The commercial breaks make it 
difficult to follow the program 
you are watching on television oer) Sete Owe ecete aaer ee) Oe 


Commercials on television inter- 
rupt the program at the worst ; 
possible time Behe AE OAS SA Oe sh Saag s6 


I find the commercial breaks 
useful because they allow me 
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I prefer watching programs where 
commercials are shown only at the 
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I don't like the way the commer- 

cials which are shown together 
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Age 


Lear 15-17 18-24 25-34 35-44 45-54 55-64 65 and over 


Television Advertising: 


I hate seeing the same commercial 
over and over again ARS See ee. eo eesOre aoe “466 


Some commercials are really 
irritating because they turn ! 
up the sound Be AE. whe eee CAA Ve A hk 


I hate it when the announcer 
jin the commercial sounds loud 
and excited Weyer Wp ae eee an me cre a Ae 


A commercial should be shown in 
the language of those viewing it 
not dubbed or translated 4.1 4.) A SO atatee | 4.) 4.3 


Types of Television Advertising: 


Some television advertising on 
children's programs is really 
unfair to parents 3358 3388) 6205) 4326 4g 7 AS07430 


Advertisers should not be allowed 
to use well-known celebrities to 
Said aneireproducts;on television 322) 32] S208. S23 ae 3245 2k6 


I don't like the way some 

advertisers tell you that you 

can have the good life if only 

you would use their product AOD Belay Urine trate | fella nae tar CA) 


A comparison of different brands 
Should be allowed in television 
commercials Se es. hve 2} Lie OF ela fia We ba 


Television stations should not 

be allowed to show commercials 

for things like undergarments 

Or personal hygiene products Ce OM fees Seo eal Sh oa. e So 40 bs. 0 


Advertising for other programs 
1S just as annoying as adver- 
tising for products Senor) BAe tas OS Ser eed 9 oe 
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Age 
15-17 18-24 25-34 35-44 45-54 55-64 65 and over 


The Informational and Entertainment 


Roles of Television Advertising: 


It is more important for television 
commercials to be informative than 
entertaining GeO amr. | Vath” ee: Mae Te SAA 


The best commercials are the ones 
which give you information with- , 
out any gimmicks Pree Ur) eens Ce ee si OS eh 


Television commercials rarely tell 
you anything useful about the 
Opoduer winichats being advertised 3.3 3.4 3.5 3.4 3.6 3.5 3.5 


Advertising is suited to television 

because both the commercials and 

the programs have nothing to do 

with my everyday life i oo ie eee Mio see) eee eee oes 


The best commercials are those 
which are the most entertaining SO ut EOc He dost oc Oww ae woe th Oe 


Some television commercials are 
more entertaining than most of 
the programs I watch ye dey a Se) WRN AAAS Mh /Aet oe ye as oe mp aad 


Images which Television Advertising Creates: 


A lot of television commercials 
are insulting to men Sst eos ee pee ae no Sie 


A lot of television advertisements 
are insulting to women role Tey ate OeeS egal, (MASE asia: Mme eS Benes a's 320 


Most commercials for products 

like household cleaners suggest 

that housewives have no common 
sense ES SPOR SOREL TARP ots BE le Gian fea J 3.8 


Television commercials don't 
show people the way they really 
are aig O22) (A268: a8 ee 4s 4.3 


If television commercials were 
completely realistic, nobody 
would want to watch them SOC ej eo oe SS el Oya) Blase 3.3 
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Age : 
15-17 18-24 25-34 35-44 45-54 55-64 65 and over 


ee eeeetiie Ol 


Integrity of Television Advertising: 


Advertisers can say or show 

almost anything they like on 

television commercials with- 

out having to tell the truth Bolt MeO cll SlUl rock Boe out 3.5 


Advertisers should have the right 
to show the public their products 
in any way they want DEGRA ALEC Ot ee oh eee hee Midis | 


Television programs such as 

Market Place (Fr. Consommateurs 

Avertis) tell you the truth about 

advertised products Pee ee ta 2 aE, Ae 4.1 


Advertisements put out by the 
government are more believable Seca ogo secs  ORIn .oFcF SES 3.4 


Regulation of Truth in Television Advertising: 


The government or the television 

stations should check all commer- 

cials to make sure that what they 

are saying is really true ibe | 4362 4.67 4.69) A063 Gs 4.5 


It is up to the government to 

ensure that advertisers can prove 

everything they say in television 

commercials AS), ALAR) (AR AD GRAD. Ana | aS 4.4 


Tne government should prosecute 
any advertisers who mislead the 
public Poo et 4 08 wea Um eG ere eey ae AG 4.6 


Any advertiser misleading the 

public should not be allowed to 

show any commercials for a 

period of time EBay Mico ann eNO, Ou Lee o 4.5 


Any advertiser that misleads the 

public should be required to go 

on television again and tell 

the truth Ate ane Ei Or oS aha Boe AG 
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Age 


Se O OS 


Canadian Content in Television 


Advertising: 


I would prefer to see a commercial 
for Canadian products rather than 
American products Po AS GA ee el ea 2 aos 4.4 


If the quality was the same, I 

would prefer to see a Canadian 

commercial rather than an 

American commercial 4.1 Aen asa 1 TAS] Bro lts So 453 


Personal Response to Television 
Advertising: 


I leave the room to get something 
when a commercial comes on Sec SO UuenoLo ae, Wf S20 B55 


I flip the dial to see what's 
on the other channels when a 


commercial comes on Ses use 229 LGN Maly a 2.6 
I get annoyed when a commercial 

comes on CCS UL bees ice On reo Deo 
I do something else until the 

commercial break is over sere OM eS Ol oe Op nO LOnie Ss Om. ooo 3.4 
I watch the commercials 33 229 O30. ono UaenC suo. sel 


I make a point of seeing a 
commercial that I like 256 w, (Lk One Omer ec T ar 12. 4 ras 
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Education Occupation 
Some/ 
No Completed Post White Blue  House- 


Secondary Secondary Secondary Collar Collar Wife _ 
Relationship of Advertising to 


Television: 


Advertising on television is 
necessary because it pays for 
the programs we get on television 4.4 Ase 4.1 4.1 4.3 4.30 


Television programs that are 

sponsored by advertising are 

usually better than those 

which have no advertising aac 3.0 25 Vanes) Sit 360 


Television stations that 
show a lot of commercials 
have better programs 3.0 hel MBAS vals ia ae fi HE f 


T.V. stations supported by 

public tax money do a better 

job of informing the public 

than those which have 

advertising on them Bal Bae o.3 Sigs Soe aac 


We couldn't get the programs we 
want on television without 
advertising 3.9 HAYS ae) 320 Sey 3c 


It is difficult to imagine watch- 
ing television without any commer- 
cial breaks 3.4 S33 225 2.9 S23 3.4 


There should be at least one 
channel on which there is no 
advertising oo Ta 4.2 4.0 4.1 4.1 


There should be no advertising 
at all on television Cao 2.8 3.0 2.9 2.0 3.0 


I'd rather pay money to watch good 
programs than have to put up with 
all the advertising on television Bez SEZ 3.4 3.4 aoe = ys 
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Education ____ Occupation 
Some/ 
No Completed Post White Blue  House- 


Secondary Secondary Secondary Collar Collar wife 


Frequency and Number of Advertisements 
on Television: 


There are far too many commercials 
on television most of the time 4.4 4.4 4.5 4.3 4.4 4.5 


I would not be upset if there 
were twice as many commercials 
on television as there are now 1.8 1.6 1.4 1352 ° 145 355 


It is annoying to see three 
commercials in each half hour 
of programming 4.3 4.2 4.0 4.1 4.1 4.4 


Four commercials in a row are 
too many 4.7 4.6 4.7 4.6 4.6 4.8 


It 1S annoying when they show 
as many as five or Six commer- 
cials all ina row ee A 4.6 4.6 4.7 4.8 


Placement of Commercials. Within 

Television Programming: 

The commercial breaks make it 

difficult to follow the program 

you are watching on television oF CRS aly ede Shae) Sey 


Commercials on television inter- 
rupt the program at the worst | 
possibie time coo 4.4 4.3 4.3 4.4 4.5 


I find the commercial breaks 
useful because they allow me . 
to do other things ee 3.4 ces: AES mie aS) 


I prefer watching programs where 
commercials are shown only at the 
beginning and at the end 4.6 4.6 “wihe® 4.5 4.5 4.6 


I don't like the way the commer- 

cials which are shown together 

jump around from one thing to 

another 358 3.0 3.6 ps soy 3.6. 


I would rather see a small number 
of longer commercials than a lot 
of short ones 4.) 4.0 3.9 BS, 4.0 4.) 
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TABLE 12 (CONTINUED) 


(eee A 0 Ceupatiionin 
Some/ 
No Completed Post White Blue  House- 


Manner of Presentation of Secondary Secondary Secondary Collar Collar wife 


Television Advertising: 


I hate seeing the same commercial 
over and over again 4.5 4.6 4.6 4.6 4.6 4.6 


Some commercials are really 
irritating because they turn 
up the sound 4.4 4.3 4.4 oe Fae 4.5 


I hate it when the announcer in 
the commercial sounds loud and : 
excited | 4.1 4.3 4.2 Ac 4.3 


A commercial should be shown in 
the language of those viewing it 
not dubbed or translated An 4.1 4.0 4.0 4.0 rey | 


Types of Television Advertising: 


Some television advertising on 
-children's programs is really 
unfair to parents 349 3.9 4. 4.1 329 4.1 


Advertisers should not be allowed 
to use well-known celebrities to 
sell their products on television Sa Sad ae Bae Seal an 


I don't like the way some adver- 

tisers tell you that you can 

have the good life if only you 

would use their product Ses! 4.0 4.3 4.2 Se Ore ee 


A comparison of different brands 
should be allowed in television 
commercials 35 35 3.6 S25 Si7 - w3eh 


Television stations should not be 

allowed to show commercials for 

things like undergarments or 

personal hygiene products Se 320) cog Cee Nice O es 


Advertising for other programs 
is just as annoying as adver- 
tising for products 3.4 Sy 5.2 3.2 OY Ais 


Promotions that tell you what 

programs are going to be on 

later are just as annoying as 

the commercials 3.4 3.0 fo 35 Sole Goel 
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Education Occupation 
Some/ 
No Completed Post White Blue  House- 


Secondary Secondary Secondary Collar Collar wife 


The Informationa}t and Entertainment 
Roles of Television Advertising: 


It is more important for television 
commercials to be informative than 
entertaining 4.) 4.2 4.0 A ee REZ 


The best commercials are the ones 
which give you information with- . 
out any gimmicks ae 4-3 4.2 4.2 ame ee 


Television commercials rarely tell 
you anything useful about the 
product which is being advertised 3.6 3.4 Gro oo.) 5 py ea Mis Ge’ 


Advertising is suited to television 

because both the commercials and 

the programs have nothing to do 

with my everyday life 3.4 5 ee 3.0 3.1 5 5 EC 


The best commercials are those 
which are the most entertaining ae ha 3.6 325 Bes S76 3820 


‘Some television commercials are 
more entertaining than most of . 
the programs I watch Zon aad, Let Cheah eS ae ae 


Images wnich Television Advertising Creates: 


A lot of television commercials 
are insulting to men Soe Sa Sip Sec GPA) Tass bays 


A lot of television advertisements 3 
are insulting to women Se A age 3.8 3.8 32G:) 38 


Most commercials for products like 
household cleaners suggest that 
housewives have no common sense S50 3.8 Sys: 4.0 0 aes 


Television commercials don't show 
people the way they really are 4.3 4.3 4.3 4.3 4.3 4.4 


If television commercials were 
completely realistic, nobody 
would want to watch them 3.4 = ae | ce 3.2 % | 
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TABLE 12 (CONTINUED) 


Education Occupation 


Some/ 
No Completed Post White Blue  House- 


Secondary Secondary Secondary Collar Collar wife 


- 


Integrity of Television Advertising: 


Advertisers can say or show almost 

anything they like on television 

commercials without having to tell 

the truth che! Bee 3.0 MORSE O CF VS PUe wa oO 


Advertisers should have the right 
to show the public their products 
in any way they want 2.9 La5 225 2.3 Fe? Se 3 


Television programs such as Market 

Place (Fr. Consommateurs Avertis) 

tell you the truth about advertised 

products 4.] Ate 4.1 4.1 452 453 


Advertisements put out by the govern- 
ment are more believable ooo Sao S29 Sys mayan fay) 


Regulation of Truth in Television Advertising: 

The government or the television 

Stations should check all commer- 

cials to make sure that what they 

are saying is really true 4.6 4.6 4.5 4.6 4.6 4.6 


It is up to the government to 

ensure that advertisers can prove 

everything they say in television 

commercials 4.4 4.4 4.3 4.3 eS Aid 


The government should prosecute 
any advertisers who mislead the 
public 4.5 4.6 4.6 4.7 4.6 4.6 


Any advertiser misleading the 

public should not be allowed 

to show any commercials for 

a period of time 4.5 4.5 a5 4.5 AS) 4-6 


Any advertiser that misleads the 

public should .be required to go 

on television again and tell 

the truth 4.6 ee 4.4 4.4 4.5 4.6 
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Education Occupation 


ome 
No Completed Post White Blue  House- 
Secondary Secondary Secondary Collar Collar wife 
Canadian Content in Television 


Advertising: . 


I would prefer to see a commercial 
for Canadian products rather than , 
American products A235 4.3 4.1 4.1 4.2 4.4 


If the quality was the same, I 

would prefer to see a Canadian 

commercial rather than an 

American commercial 4.3 4.3 2 4.3 avc 74.3 


Personal Response to Television 
Advertising: 


I leave the room to get something 
when a commercial comes on iets) Pes} Sad. oo S24 teG 


I flip the dial to see what's 
on the other channels when a 


commercial comes on 229 2.9 2.8 228 2.9 Zeal 
I get annoyed when a commercial 

comes on 2.9 29 Sa 3.0 3.0 2.9 
I do something else until the 

commercial break is over 3.4 3.6 cer Bor SHO OS eas 
I watch the commercials 320 320 se) 2.9 Sve se7 20 


I make a point of seeing a . 
commercial that I like Mane Ceo 2.4 2.4 eA Gr ae 
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TABLE 12 (CONTINUED) 


Household Income Population Densit 
Oe uy $10,000 $20,000 200,000 100,000 99,999 
Under to and and to and 


$5,000 $9, Be $19,999 over over 499,999 under 


A 


Relationship of Advertising to 


Television: 


Advertising on television is 
necessary because it pays for 
the programs we get on television Gis open Ms Bae Groen reel hy 4.2 4.3 4.2 


Television programs that are 

sponsored by advertising are 

usually better than those 

which have no advertising Sei 320 ope aura: 3.0 3.0 Kea) 


Television stations that 
show a lot of commercials 
have better programs 229, ieee Zin eS Zo) age SH ly A 


T.V. stations supported by 

public tax money do a better 

job of informing the public 

than those which have 

advertising on them Zoe G Wass Pa Ss Cea) RW a: apes 


We couldn't get the programs we 
want on television without 
advertising Cid Pee eae | 2 (oie ys rie ad 3.8 ya 


It is difficult to imagine watch- 
ing television without any commer- 
cia] breaks Seco sis Sere 3.0 soe 555 


There should be at least one 
channel on which there is no 
advertising Bel A ie ew 240 4.2 Ded ee. 0 


There should be no advertising 
at all on television SiG) PRN 28h, (apes) ends oe) Led 2.9 


I'd rather pay money to watch good 
programs than have to put up with 
al] the advertising on television Bo) woos Sra ho 44 ae < py Sec 


of eesti: i ( | 
hit sib | 


re Ve a a eR ee | 
“#2 oer sneha i084 A 
PTR Nib: i alediaie 
+7) bs bak vif. Oe swt ae hn | a i 
' Qn. sani ‘te 
on 2h seat 
0.5 e,t 5.3 QO. E4 oe ne eet Tae me es 


| pinata bit a 


“bone! et bd pin 
dete gy Sag 
ec  &§.¢ et St. Sk Bo ee pai steaisa re erates oF 


s i 
Koei) 4 Wow _ ' 1 od Dn Wie ce 


TABLE 12 (CONTINUED) -212- . 


Housenald Income Population Density 
35,000 910,000 $20,000 500,000 100,000 99,999 


Under to to and and to _and 
$5,000 $9,999 $19,999 -over_ over 499,999 under 


A A eee 


Frequency and Number of Advertisements 


on Television: 


There are far too many commercials 
on television most of the time te ths 3 A.4 4.4 4.5 4.4 4.4 


I would not be upset if there 
were twice as many commercials 
on television as there are now ee aly, ase le es has 1 ses 1.6 


It iS annoying to see three 
commercials in each half hour 
of programming eS a a ee ay aa at @ 4.2 4.1 4.2 


Four commercials in a row are 
too many a7, 826 Ron oe 4.7 4.7 4.6 


It 1S annoying when they show 
as many as five or six commer- 
cials all ina row Ase RASS RY EA a 4.7 Oe i 4.7 


Placement of Commercials Within 


Television Programming: 


The commercial breaks make it 
difficult to follow the program 
you are watching on televison S20 boar Bleue hs race aed j 525 3.6 


Commercials on televison 
interrupt the program at the 
worst possible time Pe tae 4.4 »4,3 ° 4,4 4.4 4.4 


I find the commercial breaks 
useful because they allow me 
to do other things Boer so25 SiS eo SR 3.4 3.4 


I prefer watching programs where 
commercials are shown only at the 
beginning and at the end 4.5 4.6 426. 4.5 4.6 4.5 4.6 


I don't like the way the commercials 
which are shown together jump around 
from one thing to another UR an SANE Spe ely use. 320 3.8 3.6 


I would rather. see a small number 
of longer commercials than a lot 
of short ones AG 329 #02139 3.9 4.0 4.0 
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TABLE 12 


Manner of Presentation of 
Television Advertising: 


I hate seeing the same commercial 
over and over again 


Some commercials are really 
irritating because they turn 
up the sound 


I hate it when the announcer 
in the commercial sounds loud 
and excited 


A commercial should be shown in 
the language of those viewing it 
not dubbed or translated 


Types of Television Advertisina: 


Some television advertising on 
children's programs is really 
unfair to parents 


Advertisers should not be allowed 
to use well-known celebrities to 
sell their products on television 


I don't like the way some adver- 
tisers tell you that you can have 
the good life if oniy you would 
use their product 


A comparison of different brands 
should be allowed in television 
commercials 


Television stations should not 
be allowed to show commercials 
for things like undergarments 
Or personal hygiene products 


Advertising for other programs 
is just as annoying as adver- 
tising for products 


Promotions that tell you what 
programs are going to be on 
later are just as annoying as 
the commercials 
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Household Income Population Density 
$5,000 $10,000 $20,000 500,000 100,000 99,999 
Under to to and and to and 
$5,000 $9,999 $19,999 over over 499,999 under 
The Informational and Entertainment | | 
Roles of Television Advertising: 


It is more important for television 
commercials to be informative than 
entertaining Med, V 4ee 4.1 4.0 4.0 4.1 4 


The best commercials are the ones 
which give you information with- 
out any gimmicks Con eS Es IT aes 4.2 4.3 4.3 


Television commercials rarely tell 
you anything useful about the 
product which is being advertised Slay. WAG tage Oe: S950 3.6 323 3.0 


Advertising 1s suited to television 

- because both the commercials and 

the programs have nothing to do 

with my everyday life See nee Seti) Ripad, Sy <5 ed 


The best commercials are those 
which are the most entertaining AT Janie ss S20) oO Sei 330 She) 


Some television commercials are 
more entertaining than most of 
the programs I watch 2a) 28 Ags ©, aed 2.8 27. cael 


Images which Television Advertising Creates: 


A lot of television commercials 
are insulting to men Seer) cotel Suet See ater’: see atu 


A lot of television advertisements 
are insulting to women ei) Aart ay Aas al | 3.8 Bod 3.6 


Most commercials for products like 
household cleaners suggest that 
housewives have no common sense Oey oe. Sah ae pee, 3.8 3.8 are 


Television commercials don't show 
people the-way they really are 3 Go 4e3 Gesg eS 4.4 4.2 4.2 


If television commercials were 
completely realistic, nobody . 
would want to watch them is ems ie | Regan ae So 323 hey S.c 
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TABLE 12 (CONTINUED) 


Household Income Population Densit 
95,000 $10,000 $20,000 500,000 100,000 99,999 


Under to to and and to and 
$5 ,000 $95999 $19.99 over over 499,999 under - 


Integrity of Television Advertising: 


Advertisers can say or show almost 

anything they like on television 

commercials without having to tell 

the truth ae tg ae Reh Py Shuma a Sai sel ae 


Advertisers should have the right 
to show the public their products 
in any way they want PEO lLye Zoe 3 aes) Fong | A Pgh ae ot 


Television programs such as Market 

Place (Fr. Consommateurs Avertis) 

tell you the truth about adver- 

tised products 4.1 4.) pS pam ine Goel | 4.1 4.1 4.2 


Advertisements put out by the 
government are more believable 5 i ea Wr) S27 eo pie oO SS Bae 


Regulation of Truth in Television Advertising: 


The government or the television 
stations should check all commer- 
cials to make sure that what they 
are saying is really true AO» 60 Eo Ows hee 4.6 4.6 4.6 


It is up to the government to 

ensure that advertisers can prove 

everything they say in television 

commercials 4.4 4,4 4.4 4.3 4.4 4.4 4.4 


The government should prosecute 
any advertisers who mislead the 
public 425 436 466 2437 4.6 4.6 4.6 


Any advertiser misleading the 

public should not be allowed to 

show any commercials for a period 

of time Aco ALS 4.5 4,4 4.5 4.4 25 


Any advertiser that misleads the 
public should be required to go 
on television again and tell the 
truth : 4.6 4.5 4054 a8 4.4 4.5 4.5 
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TABLE 12 (CONTINUED) 


Household Income Population Density 
. ——__§5,000 $10,000 $20,000 500,000 100,000 99,999 
Under to to and and to and 


95,000 594999 319 999° over over 499,999 under 


Canadian Content:-.in Television 
Advertising: 


I would prefer to see a commercial 
- for Canadian products rather than 
American products BS wea? es a ars 4.2 4.2 4.3 


If the quality was the same, I 
would prefer to see a Canadian 
commercial rather than an 


American commercial AeA 4.3 G53. 402 4.2 4.2 4.3 
Personal Response to Television 

Advertising: 

I leave the room to get something 

when a commercial comes on 3:6 37.6 SOND 320 Boy: 3.7 


I’ flip the dial to see what's on 
the other channels when a commer- 


cial comes on 255) Bao FON DO) 8 ra Vi se ay aly, 2.9 
I get annoyed when a commercial 

comes on 2 Sie eo 320) Sco 320 2.9 2.9 
I do something else until the 
commercial break is over ot Bd ye is seb 26 ey 358 325 
I watch the commercials 229 Aisa ce Oe shee) 2.9 30 | 3.0 


I make a point of seeing a 
commercial that I like fe Be ie Oe mare oe 2.0 225 Fel! 
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TABLE 12 


Relationship of Advertising to 


Television: 


Advertising on television is 
necessary because it pays for 
the programs we get on television 


Television programs that are 
sponsored by advertising are 
usually better than those 
which have no advertising 


Television stations that show 
a lot of commercials 
have better programs 


T.V. stations supported by 
public tax money do a better 
job of informing the public 
than those which have 
advertising on them 


We couldn't get the programs 
we want on television with- 
out advertising 


It is difficult to imagine watch- 
ing television without any commer- 
cial breaks 


There should be at least one 
Channel on which there is no 
advertising 


There should be no advertising 
at all on television 


I'd rather pay money to watch 

good programs than have to put 
up with all the advertising on 
television 


(CONTINUED) 
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Region - | 


Atlantic Quebec Ontario Prairies 
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TABLE 12 (CONTINUED) 


Region 
British 
Atlantic Quebec Ontario Prairies Columbia 
Frequency and Number of Advertisements 
on Television: 


There are far too many commercials 
on television most of the time 4.4 4.6 Coad 4.3 4.4 


I would not be upset if there 
were twice as many commercials 
on television as there are now 1.8 126 Veo Vy ipo. 


It 1S annoying to see three 
commercials in each half hour 
of programming 4.4 4.4 4.0 4.0 4.2 


Four commercials in a row are 
too many a 4.7 4.6 4.7 4.6 


It 1S annoying when they show 
as many as five or Six commer- 
cials all in a row 4.6 OPT 4.7 God 4.8 


Placement of Commercials Within 


Television Programming: 


The commercial breaks make it 
difficult to follow the program 
you are watching on television 3.6 4.] Sa3 3238 Sr) 


Commercials on television 
interrupt the program at 
the worst possible time 4.5 4/7 4.3 4.3 4.3 


I find the commercial breaks 
useful because they allow me : | 
to do other things eS) See ae) 30 3.3 


I prefer watching programs where 
commercials are shown only at the 
beginning and at the end 4.7 4.7 4.5 4.4 4.6 


I don’t like the way the commer- 

cials which are shown together 

jump around from one thing to 

another 3.9 3.6 3.6 Ke. Say 


I would rather see a small number 
of longer commercials itl eo LOL ; 
of short ones Pe) 4.2 3.8 Pe, 4.0 
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Region 
British 
Atlantic Quebec Ontario Prairies Columbia 


—_—_—— —_——— —_—_—__—-  -—-—— 


Manner of Presentation of 
Television Advertising: 


I hate seeing the same commercial 
over and over again 4.6 4.5 4.5 -4.6 4.7 


Some commercials are really 
irritating because they turn é 
up the sound 4.2 4.5 4.3 4.2 4.3 


I hate it Ghen the announcer 
in the commercial sounds loud 
and excited 4.0 4.4 4.0 4.2 4.) 


. A commercial should be shown in 
the language of those viewing it 
not dubbed or translated 4.2 4.2 4.0 4.0 3.9 


Types of Television Advertising: 


Some television advertising on 
children's programs is really 
unfair to parents | 39 4.0 4.0 369 4.2 


Advertisers should not be allowed 
to use well-known celebrities to 
sel] their products on television 353 3.4 3.1 See 3.1] 


I don't like the way. some adver- 

tisers tell you that you can 

have the good life if onty you 

would use their product 320 4.0 4.) 4.0 4.3 


A comparison of different brands 
should be allowed in television : 
commercials . S05 Sco S20 363 32.0 


Television stations should not 

be allowed to show commercials 

for things like undergarments 

or personal hygiene products Sel SE 5.0 Sel Suc 


Advertising for other programs 
is just as annoying as adver- 
-tising for products 350 3.4 Bet RP sal 


Promotions that tell you what | 

programs are going to be on 

later are just as annoying 

as the commercials Shy 3.4 3.0 2.9 226 
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TABLE 12 (CONTINUED) eae 


Region 
chan Bay a 
Atlantic Quebec Ontario Prairies Columbia 


The Informational and Entertainment 
Roles of Television Advertising: 


It is more important for television 
commercials to be informative than : 
entertaining 4.1 4.3 4.0 ao2 4.0 


The best commercials are the ones 
which give you information with- 
Out any gimmicks 4. 4.2 4.3 4.4 4.3 


Television commercials rarely 

tell you anything useful about 

the product which is being 

advertised 3.4 LAr 3.4 S25) Be bie 


Advertising is suited to television 

because both the commercials and 

the programs have nothing to do 

with my everyday life pa = Hee ae oe 60 


The best commercials are those 
which are the most entertaining iy. ooo Sa, B50 520 


Some television commercials are 
more entertaining than most of 
the programs I watch 2.9 ead Z.9 Lo. Mier eat | 


Images which Television Advertising Creates: 


A lot of television commercials 
are insulting to men 3.0 So) Bae Sine Je5 


A lot of television advertisements 
are insulting to women ous al 383 6.6 5.0: 


Most commercials for products like 
household cleaners suggest that 
housewives have no common sense 3.4 EP) Apes! 3.9 4.0 


Television commercials don't 
show people the way they really 
are 225 4.3 A535 4.2 4.2 


If television commercials were 
completely realistic, nobody 
would want to watch them 33 Ce oe 2 Sx] 2.0 
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TABLE) V2 (CONTINUED) 


Region 


Britisn 
Atlantic Quebec Ontario Prairies Columbia 


Integrity of Television Advertising: 


Advertisers can Say or show 
almost anything they like on 
television commercials with- 
out having to tell the truth 325 S33 oa So3 2.9 


Advertisers should have the right 
to show the public their products 
in any way they want Zed oo) e5 Bea 2.4 


Television programs such as Market 

Place (Fr. Consommateurs Avertis) 

tell you the truth about adver- 

tised products 4.3 4.3 4.0 4.3 4.1 


Advertisements put out by the 
government are more believable ed 3.4 3.2 re 320 


Regulation of Truth in Television Advertising: 


The government or the television 

stations should check all commer- 

cials to make sure that what they 

are saying is really true 4.5 4.7 4.6 4.5 4.5 


It is up to the government to 

ensure that advertisers can prove 

everything they say in television 

commercials 4.2 4.5 4.4 4.3 4.3 


The government should prosecute 
any advertisers who mislead the 
public 4.2 4.6 4.6 4.6 4.6 


Any advertiser misleading the 

public should not be allowed to 

show any commercials for a 

period of time 4.5 4.6 4.5 4.3 4.3 


Any advertiser that misleads the 

public should be required to go 

on television again and tell 

the truth . 4.4 4.6 4.5 4.4 4.5 
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TABLE 12 


Canadian Content in Television 


Advertising: 


- IJ would prefer to see a commercial 
for Canadian products rather than 
American products 


If the quality was the same, I 
would prefer to see a Canadian 
commercial rather than an 
American commercial 


Personal Response to Television 
Advertising: 


I leave the room to get something 
when a commercial comes on 


I flip the dial to see what's 
on the other channels when a 
commercial comes on 


I get annoyed when a commercial 
comes on 


I do something else until the 
commercial break 1S over 


I watch the commercials 


I make a point of seeing a 
commercial that I like 
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XIII]. Attitudinal Dispositions Towards Television Advertising 


The basic objective of this study is to explore and delineate the 
range of attitudes held by Canadians regarding advertising on television. 
Systematic variation of opinion exists towards the various specific component 
issues which constitute this complex attitudinal area. These patterns of 
Opinion can be more briefly described in terms of response to key component 
items. Similarly a more succinct method of presenting television advertising 
attitudinal data must be developed in order to examine its relationships to 


the component attitudinal areas of both advertising and television. 


This section describes how the Aad eaican discussed fifty nine 
television advertising attitude component items are more succinctly presented. 
The diversity of response to each of four component items strongly predicts 
variations in overall sentiment towards a number of differing television 


advertising issues. 


The proportion of individuals that can be categorized according to 
variance in response to each of the four key component items appears in 
Table 13. Note that because of the complexity of this attitudinal area, 
discrete mutually exclusive dispositions cannot be described. Rather the 
overall attitudinal pattern of any given individual may in fact be described 


by that person's response to none, one, or several key component items. 
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TABLE 13 


RESPONSE TO KEY TELEVISION ADVERTISING STATEMENTS 


Total 
Component Item Response Canadians 
3059 
% 
There should be no advertising at all Agree 36 
on television Disagree 48 
Advertisers say anything they like Agree 49 
without having to tell the truth Disagree 38 
I watch the commercials Often : 29 
Seldom 32 
I get annoyed when a commercial Often . 34 
comes on Seldom Shaye 


The following paragraphs see the major areas of Paley cion 
advertising attitudinal differentiation which accompany specific responses 
to each of the above key statements. Table 14 then presents detailed level 
of agreement and frequency level data across all television advertising 


issues according to response to these four key statements. 


Canadians who hold opinions as to whether or not advertising should 
be allowed on television proportionately more often hold strongly differentiated 
attitudes regarding certain other television advertising issues. Specific 
issues which bear the strongest relationship to this area include attitudes 
towards the economic necessity of advertising on television, the issues of 
public tax money or the viewer paying for television programming rather than 
having it paid for through the presence of commercials, and the strength of 


opinion towards the acceptability of specific types of television commercials. 
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Several other issues show marked differentiation in terms of Opinion 
regarding whether or not advertising should be allowed on television, 
but tend to be equally differentiated on other key statements. Some of 
these issues centre around the integrity of commercials, images of people 
which are unrealistic, and the need for regulations and penalties to 
enforce this area. Other issues centre around the frequency, number, 


repetition, and presentation of commercials. 


Canadians who hold opinions regarding the truthfulness of tele- 
vision advertising also more often hold distinct opinions regarding how 
informative commercials ideally should be and actually are, and correlatively, 
regarding how commercials portray people. They are also differentiated 
regarding their opinions towards regulations to control] misleading and 
untruthful television advertising, as are those who hold opinions as to 


whether or not advertising should be allowed on television. 


Canadians who differ in the frequency of watching television 
advertisements also show strong differences across other behavioural reese res: 
They are more differentiated in terms of how frequently they make a point 
of seeing commercials that they particularly like, how frequently they do other 
things during commercials, how frequently they change channels during 
commercials, and how frequently commercials annoy them. They also hold | 
differentiated attitudes towards the benefits and necessity of the relationship 
between advertising and television, and towards how television advertising 


portrays people. 


a pie jiest -etintntga. raed ara ctonattg | 
(eats hs bre gare ei teutas Bae aif) flan we tteetr ae 
atdocvenr': dal 16 deat 9 gp8R, etion ashe us 
baa phibes tai Popes oh atehtatigan aondves _snotatiag tee 
Ox 28 a brad iat hae aNb hie “epated ibe inatetys tes rated 
Lnoety gl af oi eile! r 5 Neel! Shoe ont ietevbs yon AG nortdiodtw | 


yd Aye) 


notarvels? pH FHas aw to vonsiewan® afd nt a7 hb. Gee ensibensy 
‘gernygasan (syvolvedau “Suto 2ea7s& esaisrsthe ib grenade wore pala ainemnes travis. 
titod « SxXem yeas uldtiaupsrt wer id rel "i bereitnewt? th stot eb yedT 
qarde o> yodd WEsnsypat? won oat) ular S908 eit ied afatovemmes prheed To 
pi tsyh. ef ann ie gone’ way: «Tangupen weird al sisgnnes patoub apnre3 
hind oels ys mad? Yomns -taissenmad vfteiutian? wind (oie 2] sEorvammo 


/* 


ctilenortsfas ast to stazgoon DRS ett tans dat abriawio’ eebud tots intattagvstttD 
enizissavbs cotervets) wow 2 Sri hie! anarelygfea pme galetiiovhs nsaused 


liga oer 


~226- 


Canadians who become annoyed with television commercials more 
or less frequently than average also have more strongly differentiated 
attitudes regarding a number of other television advertising issues. 

They are more often differentiated in terms of response to the frequency, 
number, and method of presentation of commercials. Their attitudes 
towards how television advertising portrays people is also markedly 


varied. 
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TABLE 14 ~227- 
ATTITUDES TOWARDS TELEVISION ADVERTISING 


BY RESPONSE TO KEY TELEVISION ADVERTISING STATEMENTS 


There should be Advertisers say anything 
no advertising at they like without having 
all on television to tell the truth 
‘ Agree Disagree -Agree Disagree 

Relationship of Advertising to . 

Television: / 

Advertising on television is 

necessary because it pays for the 

programs we get on television 4.0 4.4 fie: 4.3 

Television programs that are 

sponsored by advertising are 

usually better than those | 

which have no advertising “dose: Se Bisa aes 

Television stations that show 

a lot of commercials have 

better programs Vanes 2.8 he c0 

T.V. stations supported by 

public tax money do a better job 

of informing the public than 

those which have advertising . 

on them 3.4 oe a75 Se 

We couldn't get the programs we 

want on television without 

advertising 3.4 4.0 3 Say, ad, 

It is difficult to imagine watch- 

ing television without any commer- 

cial breaks 3.0 3.3 3.3 3:0 

There should be at least one 

channel on which there is no 

advertising 4.6 3.7 fed 4.0 

There should be no advertising at 


all on television 4.5 16 oe 2.6 


I'd rather pay money to watch good 
Drograms than have to put up with 
all the advertising on television 3.8 - 2.8 3.4 aa 
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TABLE 14 (CONTINUED) -228- 


There should be Advertisers say anything 
no advertising at they like without having 
all on television to tell the truth 


_Agree Disagree Agree Disagree 
Frequency and Number of Advertisements 


on Television: 


There are far too many commercials 
on television most of the time Gey 4.2 4.5 ieee 


I would not be upset if there 
were twice aS many commercials on 
television as there are now .6 12 1.6 3 


It 1S annoying to see three commer- 


cials in each half hour of programm- 
ing 4.6 3.9 4.4 4.0 


Four commercials in a row are too 
- many 4.8 AG6V 4.8 4.5 


It is annoying to see five or six 
commercials all in a row 4.8 4.7 4.7 aT. 


Placement of Commercials Within 
Television Programming: . 


The commercial breaks make it 
difficult to follow the program 
you are watching on television 4.1 3.2 3.8 3.4 


Commercials on television interrupt ~ 
the program at the worst possible 
time ees 4.2 4.5 A238 


I find the commercial breaks useful 
because they allow me to do other ; 
things See 325 3.4 326 


I prefer watching programs where 
commercials are shown only at the 
beginning and at the end 4 4.4 4.6 4.5 


I don't like the way the commer- 

cials which are shown together 

jump around from one thing to 

another 359 oo 3.8 3.5 


I would rather see a small number 
of longer commercials than a lot 
of short ones 4.1 3.9 Oa 3.0 
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TABLE 14 (CONTINUED) 
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There should be Advertisers say anything 
no advertising at they like without having 
all_ on television to tell the» truth 


Agree Disagree Agree Disagree 
Manner of Presentation of Television Advertising: 


I hate seeing the same commercial 
over and over again 4.8 4.5 4.7. 4.5 


Some commercials are really 
jrritating because they turn up 
the sound 4.5 4.2 4.5 4.2 


I hate it when the announcer in 
the commercial sounds loud and 
excited 4.4 4.0 Aeros he! 4.) 


A commercial should be shown in 
the language of those viewing it... 
not dubbed or translated aoc 4.0 4.2 3.9 


Types of Television Advertising: 


Some television advertising on 
children's programs is really 
unfair to parents 4.2 3.9 4.2 3.9 


Advertisers should not be allowed 
to use well-known celebrities to | 
sell their products on television 3.5 - 3.0 325 at) 


I don't like the way some adver- 

tisers tell you that you can have 

the good life if only you would 

use their product 4.2 4.0 4.2 4.0 


A comparison of different brands 
should be allowed in television 
commercials B25 325 325 325 


Television stations should not 

be allowed to show commercials 

for things like undergarments 

Or personal hygiene products SS C20 sre 2.5 


Advertising for other programs is 
just as annoying as advertising 
for products - 300 3.0 a5 3.0 


Promotions that tell you what 

programs are going to be on 

later are just as annoying as 

the commercials 3.3 2.8 oom 2.9 
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There should be 


no advertising at 
all on television 
Disagree 


Agree 


% 


The Informational, and Entertainment 
Roles of Television Advertising: 


It 71S more important for television 
commercials to be informative than 
entertaining 4.2 


The best commercials are the ones 
which give you information without 
any gimmicks 4.3 


Television commercials rarely tell 
you anything useful about the 
product wnich is being advertised 320 


Advertising is suited to television 
because both the commercials and 

the programs have nothing to do 

with my everyday life ne 


The best commercials are those 
which are the most entertaining 320 


Some television commercials are 
more entertaining than most of 
the programs I watch Ze 


Images which Television Advertising Creates: 


A lot of television commercials are 
insulting to men 3.4 


A lot of television advertisements 
are insulting to women 4.0 


Most commercials for products like 
household cleaners suggest that 
housewives have no common sense 4.0 


Television commercials don't 
Show people the way they really 
are 4.6 


If television commercials were 
completely realistic, nobody would 
want to watch them A 
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Advertisers say anything 
they like without having 
to tell the truth 


Agree 
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TABLE 44 (CONTINUED) 


There should be 
no advertising at 
all on television 


Agree 


Integrity of Television Advertising: 


Advertisers can say or show 

almost anything they like on 

television commercials without 

having to tell the truth Sed 


Advertisers should have the right 
to show the public their products 
in any way they want 2.4 


Television programs such as Market 
Place (Fr. Consommateurs Avertis) 

tell you the truth about advertised 
products 4.2 


Advertisements put out by the 
government are more believable Sas 


Disagree 


2.2 


Zo 


4.1 


gee 


Regulation of Truth in Television Advertising: 


The government or the television 
stations should check all commer- 

cials to make sure that what they 

are saying is really true 4.7 


It is up to the government to 

ensure that advertisers can prove 
everything they say in television 
commercials 4.5 


The government should prosecute 
any advertisers who mislead the 
puolic 4.7 


Any advertiser misleading the 

public should not be allowed 

to show any commercials for a 

period of time 4.7 


Any advertiser that misleads the’ 

public should be required to go 

on television again and tell 

the truth : 4.6 


4.6 


4.3 


4.6 


4.4 


4.4 
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Advertisers say anything 


they like without having 


to tell the truth 


Agree 


4.5 


Page 
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SNES 


4.6 


4.5 | 
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TABLE 14 (CONTINUED) 


There should be Advertisers say anything 
no advertising at they like without having 
all on television to tell the truth 


Agree Disagree Agree Disagree 


Canadian Content in Television 


Advertising: 


If the quality was the same, I 

would prefer to see a Canadian 

commercial rather than an 

Anerican commerical 4.3 4.2 4.3 4.2 


I would prefer to see a commercial 
for Canadian products rather than 
American products 4.3 a2 4.4 4.1 


Personal Response to Television 
Advertising: 


I leave the room to get something | 
when a commercial comes on Shape: oa Ses 3.8 


I flip the dial to see what's 
on the other channels when a 
commercial comes on P69 Oats 2.9 2.8 


I get annoyed when a commercial 


comes on 362 2.8 520 2.9 
I do something else until the 
commercial break iS over 337 355 336 3.6 


JT watch the commercials 2.8 ae 2.9 3.1 


I make a point of Seeing a 
commerical that I like rape bas Cone pe (Age 


Ao. “ae as aah pyre 
, 028 a> Stel 
a sof tat a2 if | 


el Fal ar 


Fy borcominggy 6 vs 
ie 0 aah ¢ 


a tine peta 


a3 eis a Ce 


TABLE 14 


Relationship of Advertising to — 


Television: 


Advertising on television is 
necessary because it pays for the 
programs we get on television 


Television programs that are 
sponsored by advertising are 
usually better than those 
which have no advertising 


Television stations that show a 
lot of commercials have better 
programs 


T.V. stations supported by 

public tax money do a better job 
of informing the public than those 
which have advertising on them 


We couldn't get the programs we 
want on television without adver- 
tising 


It is difficult to imagine watch- 
ing television without any commer- 
cial breaks 


There should be at least one 
channel on which there is no 
advertising 


There should be no advertising 
at all on television 


I'd rather pay money to watch 
good programs than have to put 
up with all the advertising on 
television 


(CONTINUED) 
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TABLE 14 (CONTINUED) -234- 


I get annoyed when 


I watch the commercials a commercial comes on 
Sel dom/ Seldom/ 
wUiten. s.pNeVern. otter. Never. 


Frequency and Number of Advertisements 
on Television: 


There are far too many commercials 
on television most of the time 4.2 4.6 aS RE 


I would not be upset if there were 
twice as many commercials on tele- 
vision as there are now 126 iso eo 2 Na 


It is annoying to see three commer- 
cials in each half hour of program- 
ming 39 4.5 4.5 4.9 


Four commercials in a row are 
too many 4.6 4.7 4.8 4.6 


It 1S annoying to see five or 
Six commercials all ina row 4.6 4.8 4.8 4.6 


Placement of Commercials Within 


Television Programming: 


The commercial breaks make it 
difficult to follow the program 
you are watching on television Se 3.8 3.9 bea 


Commercials on television inter- 
rupt the program at the worst 
possible time 4.2 4.6 4.6 4.2 


I find the commercial breaks use- 
ful because they allow me to do ‘ | 
other things Sic 3.4 3 3.4 


I prefer watching programs where 
commercials are shown only at the 
beginning and at the end 4.4 4.7 4.7 4.4 


I don't like the way the commer- 

cials which are shown together 

jump around from one thing to . 

another : S65 Sal 3.0 ; 3.5 


I would rather see a small number 
of longer commercials than a lot | 
of short ones 3.9 4.0 4.0 3.9 
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TABLE 14 


I watch the commercials 


Seldom/ 


Often Never 


(CONTINUED) 


Manner of Presentation of Television Advertising: 


I hate seeing the same commercial 
over and over again 4.4 


Some commercials are really irri- 
tating because they turn up the 
sound 4.2 


I hate it when the announcer in 
the commercial sounds loud and 
excited 4.0 


A commercial should be shown in 
the language of those viewing it... 
not dubbed or translated 4.0 


Types of Television Advertising: 


Some television advertising on 
children's programs is really 
unfair to parents Seo 


Advertisers should not be allowed 
to use well-known celebrities to 


4.7 
4.5 
4.3 


4.1 


4.2 


sell their products on television 3.0 3.4 


I don't like the way some adver- 
tisers tell you that you can have 
the good life if only you would 


use their product i ee 4. 


A comparison of different brands 
should be allowed in television 


commercials a0 Gila 


Television stations should not 
be allowed to show commercials 
for things like undergarments 

or personal hygiene products 


Advertising for other programs — 
1S just as annoying as adver- 
tising for products 


Promotions that tell you what 

programs are going to be on 

later are just aS annoying as 

the commercials Ls 


Cao 3 at 


3.0 see 


2 Nie 


-235- 


I get annoyed when 


Often 


4.8 


4.5 


4.4 


4.) 


4.2 


3.4 


4.2 


0 


Pr 


3.6 


SS 


a commercial comes on 
Seldom/ 


Never 


4.4 


4.2 


4.0 


4.0 


3.8 


Sal 


Sed 


3.9 


3.0 


a 


2.9 


8.£ 


re 


Hz 


te 


&.8 


Ww 


™ 


io | 


ae 


S.£ 


VP 


8 


al : i. ang wy 


md pret 7 ) 


iy pli ais he 
sowol ie sd. — bi 
at eats nee 
nore eval at. ao | 


~euba ame (ase | 
ay hdl, ney 4 Ts dk Fo 
BT vow wie ~~ 


h ee Again 
eit ad wh benef rs hy J 


cia aaa 


TABLE 14 


I watch the commercials 


Often 


The Informationat and Entertainment 


Rofes of Television Advertising: 
a 


It is more important for television 
commercials to be informative than 
entertaining 


The best commercials are the ones 
which give you information with- 
Out any gimmicks 


. Television commercials rarely 
tell you anything useful about 
the product which is being adver- 
tised 


Advertising is suited to tele- 
vision because both the commer- 
cials and the programs have 
nothing to do with my everyday 
life 


The best commercials are those 
which are the most entertaining 


Some television commercials are 
more entertaining than most of 
the programs I watch 


Images which Television Advertising Creates: | 


A lot of television commercials 
are insulting to men 


A lot of television advertisements 
are insulting to women 


Most commercials for products like 
household cleaners suggest that 
housewives have no common sense 


Television commercials don't 
Show people the way they really 
are 


If television commercials were 
completely realistic, nobody 
would want to watch them 
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TABLE 14 (CONTINUED) 


I watch the commercials 


Often 


Integrity of Television Advertising 


Advertisers can say or show 

almost anything they like on 

television commercials without 

having to tell the truth 320 


Advertisers should have the right 
to show the public their products 
in any way they want eat | 


Television programs such as Market 
Place (Fr. Consommateurs Avertis) 

tell you the truth about adver- 

tised products 4.] 


Advertisements put out by the 
government are more believable 3.3 


Regulation of Truth in Television Advertising: 


The government or the television 
Stations should check all commer- 

cials to make sure that what they 

are Saying is really true 4.5 


It is up to the government to 
ensure that advertisers can prove 
everything they say in television 
commercials 4.3 
' The government should prosecute 

any advertisers who mislead the 

public 4.5 


Any advertiser misleading the 

public should not be allowed 

to show any commercials for 

a period of time 4.4 


Any advertiser that misleads the 

public should be required to go 

on television again and tell 

the truth ( 4.4 
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TABLE 14 (CONTINUED) 


I watch the commercials 


Seldom/ 


Often Never 


Canadian Content in Television 


Advertising: 


If the quality was the same, I 

would prefer to see a Canadian 
commercial rather than an 

American commercial pila 


I would prefer to see a commer- 
cial for Canadian products rather 
than American products 4.2 


Personal Response to Television 
Advertising: 


I leave the room to get something 
when a commercial comes on 325 


I flip the dial to see what's 
on the other channels when a 
commercial comes on reg 


I get annoyed when a commercial 
comes on Fa 


I do something else until the 
commercial break is over Syail 


I watch the commercials 4.2 


I make a point of seeing a 
commercial that I like 2.8 
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XIV. Relationships Between Advertising Attitude Dispositions And 
Television Attitude Dispositions, And Attitudes Towards 


Television Advertising 


This section examines differences in attitudes towards various 
television advertising issues which occur between the advertising and tele- 
vision attitude dispositions which were developed in Section VI of Part Four 
(see page 103 ) and Section VI of Part Five, (see page 139 ) of this report. 
These dispositions are also repeated in Table 15 and 16 below to indicate the 
main attitudinal dispositions found and their relative sizes. 

| TABLE 15 
ADVERTISING ATTITUDE DISPOSITIONS 


Defining Criteria 


Total Canadians 


Disposition 


3059 
% 
Advertising agree tnat “advertising helps to raise our 
Favourers Standard of living" 38 
Advertising disagree that "advertising helps to raise 
Rejecters our standard of living" 38 


TABLE 16 


TELEVISION ATTITUDE DISPOSITIONS 


Disposition Defining Criteria Total Canadians 


3959 
Z 
Television agree that "most television shows are boring" 
PeJeCters and disagree that "watching television is the 
best way to relax" 14 
Involved agree that "watching television is the best 
Television way to relax" and disagree that "most tele- 
Accepters vision shows are boring" and agree that they 
‘really get involved with tne characters in 
some television programs" | 16 
Detached agree that "watching television is the best 
Television way to relax" and disagree that "most tele- 
Accenters vision shows are boring" and disagree that 


they "really get involved with the characters 
In some television programs" ic 
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The degree of support which Canadians display towards advertising 
generally and towards television as a medium have previously been shown to be 
positively correlated. Thus it is not surprising that further relationships 
now appear when each of the two component attitudinal areas are related to the 
umbrella area of attitudes towards advertising on television. Canadians who 
have previously been identified as holding negative attitudes both towards advertisin« 
generally and towards television as a medium now appear to also be proportion- 


ately more critical of advertising on television. 


Attitudes towards advertising and towards television appear 
to be most strongly related to attitudes towards television advertising 
in several specific areas: the necessity and benefits of the existing 
relationship between advertising and television; the discontinuity and 
irritation commercials produce; the accentability of various types of 
commercials; the images of people which commercials create; and the 


regulation of truth in commercials. 


The least interdependence between the three attitudinal areas occurs 
regarding issues surrounding the perceived discontinuity of commercials placed 
together, the placing of commercials at the ends of a program, the integrity 


and regulation of advertising, and the Canadian content issue. 


The remainder of this section discusses differences in attitudes 
across the various television advertising issues first for the advertising 
dispositions and then for the television dispositions. This is followed by 
level of agreement and frequency level data for advertising dispositions and 


television dispositions respectively in Tables 17 and 18. 
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Canadians who display a favourable disposition towards advertising 
as an economic ant commercial activity also tend to display more positive 
attitudes towards various television advertising issues than do the ‘advertising 


rejecters. 


The ‘advertising favourers' much more Strongly believe that adver- 
tising is necessary to the economic survival of television and that commercials 
Support better programming. As would be expected, they also less often advocate 
the removal of commercials from television. The ‘advertising rejecters' more 
often express irritation regarding the quantity, presentation, and interruptive- 
ness of television commercials. They also more often believe that commercials 
do not project realistic images of people, and in particular, that commercials 
degrade both men and women. They somewhat more often believe that the informative 
rather than the entertainment role of commercials is most important, but their 
negative disposition is further reinforced since they proportionately less often 
perceive advertising to indeed be informative. Nonetheless, the ‘advertising 
rejecters' somewhat less often rationalize that if commercials were completely 


realistic nobody would want to watch them. 


Interestingly the two groups of Canadians which can be identified 
according to their overall] disposition towards advertising do not hold differing 
attitudes towards the perceived integrity of television commercials or differing 
interest in methods of regulating television advertisers. In this attitudinal 
area differences only occur in terms of the perceived overall necessity of 
Contes per se. The ‘advertising accepters' more often than the ‘advertising 
rejecters' agree that television advertisers should have freedom of expression 
in their commercials. They are also somewhat accepting of the various different 


types of television advertising. 
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The ‘advertising accepters' even display their accepting disposition 
behaviourally. They more often find a commercial break useful in the sense 
that it allows them to do other things and they more often indicate that they 
watch commercials, particularly favourite ones. Conversely the ‘advertising 
rejecters' proportionately more often become annoyed with commercials and they 
are the ones who more often indicate that they do other things until a 


commercial break is over. 


Canadians who display a negative disposition towards television as 
a medium also display more negative attitudes towards various television 
advertising issues than do the 'television accepters'. In turn, the ‘involved 
television accepters' appear to be even somewhat more accepting of television 


than are the ‘detached television accepters’. 


Regarding the economic relationship of advertising to television, 
‘television rejecters' least often perceive it to be necessary. Correlatively, 
they most often advocate the removal of commercials from television. They more 
often agree that commercial breaks disrupt television programs, and that commer- 
cials rarely provide useful product information. They are more judgemental and 
restrictive regarding television commercial types, and they also least desire and 
perceive commercials to be entertaining. In view of these attitudes, it is under- 
standable that ‘television rejecters' also least often agree that advertisers 
should have the right to show the public their product in any way they want. They 
also least often indicate that the commercial breaks are useful in the sense of 
allowing one to do other things. Rather, their actual reaction when a commercial 
comes on the television proportionately more often is to become annoyed and 
certainly least often involves watching favoured commercials much less watching 


any commercials. 
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The ‘involved television accepters'’ are slightly more supportive of 
the economic necessity of television advertising to provide the programs than 
are the ‘detached television accepters'. They also most often find commercial 
breaks to be useful because they allow one to do other things. Their strong 
acceptance of commercials even extends to much more often watching favourite 


commercials and all commercials generally, and they least often get annoyed 


when a commercial comes on the television. 


The ‘detached television accepters' are distinguished as being a 
more moderate group in terms of attitudes towards the various television 
advertising issues, but nonetheless they are relatively accepting of all 


television advertising issues. 
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TABLE 17 


ATTITUDES TOWARDS TELEVISION ADVERTISING 
BY ADVERTISING ATTITUDE DISPOSITIONS 


LES UE RE ee 


Advertising Advertising 


i Favourers  _Rejecters _ 
Relationship of Advertising to Television: 
Advertising on television is necessary 
because it pays for the programs we get 
on television HORE 4.0 
Television programs that are sponsored 
by advertising are usually better than 
those which have no advertising Se (ats. 
Television stations that show a lot of 
commercials have better programs 3.0 2.4 
T.V. stations supported by public tax 
money do a better job of informing 
the public than those which have 
advertising on them B23 See 
We couldn't get the programs we want on 
televison without advertising 4.0 305 
Le is difficult to imagine watching 
television without any commercial breaks 3.4 3.0 
There should be at least one channel on 
which there is no advertising 4.0 4.2 
There should be no advertising at all on 
television 2.6 2] 


I'd rather pay money to watch good programs 
than have to put up with all the advertising 
on television 3.2 5.3 
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PABIEE YV7 (CONTINUED) 


Frequency and Number of Advertisements on 
Television: 


There are far too many commercials on 
television most of the time 


I would not be upset if there were twice 
as many commercials on televison as there 
are now 


It is annoying to see three commercials 
in each half hour of programming 


Four commercials in a row are too many 


It is annoying when they show as many as 
five or six commercials all ina row 


Placement of Commercials Witnin Television: 


The commercial breaks make it difficult to 
follow the program you are watching on 
television 


Commercials on television interrupt the 
program at the worst possible time 


I find the commercial breaks useful 
because they allow me to do other things 


I prefer watching programs where commer- 
cials are shown only at the beginning 
and at the end 


I don't like the way the commercials 
which are shown together jump around 
from one thing to another 


I would rather see a smal] number of longer 
commercials than a lot of short ones 


Advertising 


Favourers 
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TABLE 17 (CONTINUED 


Advertising 
Favourers 


Manner of Presentation of Television Advertising: 


I hate seeing the same commercial over 
and over again 


Some commercials are really irritating me 


because they turn up the sound 


I hate it when the announcer in the 
commercial sounds loud and excited 


A commercial should be shown in the 
language of those viewing it not 
dubbed or translated 


Types of Television Advertising: 


Some television advertising on children's. 
programs is really unfair to parents 


Advertisers should not be allowed to use 
well-known celebrities to sell their products 
on television 


I don't like the way some advertisers tell 
you that you can have the good life if only 
you would use their product 


A comparison of different brands should 
be allowed in television commercials 


Television stations should not be allowed 
to show commercials for things like under- 
garments or personal hygiene products 


Advertising for other programs is just as 
annoying as advertising for products 


Promotions that tell you what programs 
are going to be on later are just as 
annoying as the commercials 


4.5 


4.3 


4.1] 


4.) 


4.0 
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3.0 


3.3 
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Rejecters 
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TABLE 17 (CONTINUED) 


Oe ee a ae 


The Informational and Entertainment Roles 
of Television Advertising: 


It is more important for television commer- 
cials to be informative than entertaining 


The best commercials are the ones which 
give you information without any gimmicks 


Television commercials rarely tell you any- 
thing useful about the product which is 
being advertised 


Advertising is suited to television because 
both the commercials and the programs have 
nothing to do with my everyday life 


The best commercials are those which are 
the most entertaining 


Some television commercials are more enter- 
taining than most of the programs I watch 


Images which Television Advertising Creates: 


A lot of television commercials are 
insulting to men 


A lot of television advertisements 
are insulting to women 


Most commercials for products like household 
cleaners suggest that housewives have no 
common sense 


Television commercials don't show people 
the way they really are 


If television commercials were completely 
realistic, nobody would want to watch them 
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TABLE 17. (CONTINUED) 


See EE 


Integrity of Television Advertising: 


Advertisers can Say or show almost anything 
they like on television commercials without 
having to tell the truth 


Advertisers should have the right to show 
the public their products in any way they 
want 


Television programs such as Market Place 
(Fr. Consommateurs Avertis) tel] you the 
truth about advertised products 


Advertisements put out by the government 
are more believable 


Advertising 


_Favourers 


See 
2.8 


Ae 


3.4 


Regulation of Truth in Television Advertising: 


The government or the television stations 
should check all commercials to make sure 
that what they are saying is really true 


It is up to the government to ensure that 
advertisers can prove everything they say 
in television commercials 


The government should prosecute any 
advertisers who mislead the public 


Any advertiser misleading the public 
should not be allowed to show any 
commercials for a period of time 


Any advertiser that misleads the public 
should be required to go on television 
again and tell the truth 


Canadian Content in Television Advertising: 


If the quality was the same, I would prefer 
to see a Canadian commercial rather than an 
American commercial 


4.6 


4.4 


4.6 


4.4 


4.5 


4.3 
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TABLE 17 (CONTINUED) 


Advertising Advertising 
Favourers Rejecters 
I would prefer .to see a commercial for 
Canadian products rather than American 
products | eS) 4.3 


Personal Response to Television Advertising: 


I leave the room to get something when a , 
commercial comes on ERE | oe, 


I flip the dial to see what's on the other 
channels when a commercial comes on 2.9 2.8 


I get annoyed when a commercial comes on 2.9 S50 


I do something else until the commercial 
break is over aS) 3.6 


I watch the commercials 3.0 2.9 


I make a point of seeing a commercial 
that I like £20 2.4 
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TABLE 18 


ATTITUDES TOWARDS TELEVISION ADVERTISING 


ee kN AN a I Ae rel ae ead 


BY TELEVISION ATTITUDE DISPOSITIONS 


est ht cea A aia SIN I I Bh i i ce 


. Television 
Rejecters 


Relationship of Advertising to 
Television: 


Advertising on television is necessary 
because it pays for the programs we 
get on television 


Television programs that are sponsored 
by advertising are usually better 
than those which have no advertising 


Television stations that show a lot 
of commercials have better programs 


T.V. stations supported by public tax 
money do a better job of informing the 
public than those which have advertising 
on them 


We couldn't get the programs we want 
on television without advertising 


It is difficult to imagine watching 
television without any commercial breaks 


There should be at least one channel 
on which there is no advertising 


There should be no advertising at 
~ all on television 


I'd rather pay money to watch good 
programs than have to put up with 
all the advertising on television 
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TABLE 18 (CONTINUED) 


——————— $e 


Television 


Frequency and Number of Advertisements 
on Television: 


There are far too many commercials on 
television most of the time 


I would not be upset if there were 
twice as many commercials on television 
as there are now 


It is annoying to see three commercials 
in each half hour of programming 


Four commercials in a row are too many 


It is annoying wnen they snow as many as 
five or six commercials all ina row 


Placement of Commercials Within Television: 


The commercial breaks make it difficult 
to follow the program you are watching 
on television 


Commercials on television interrupt 
the program at the worst possible time 


J find the commercial breaks useful 
because they allow me to do other things 


I prefer watching programs where commer- 
cials are shown only at the beginning 
and at the end 


I don't like the way the commercials 
which are shown together jump around 
from one thing to another 


I would rather see a small number of long- 


er commerciats than a lot of short ones 
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TABLE 18 (CONTINUED) 


Involved Detached 
Television Television Television 


Rejecters  Accepters Accepters 
Manner of Presentation of Television Advertising: 


I hate seeing the same commercial over 
and over again | 4,7 4.6 4.6 


Some commercials are really irritating 
because they turn up the sound 4.4 4.2 4.4 


I hate it when the announcer in the 
commercial sounds loud and excited 4-3 4.0 He? 


A commercial should be shown in the 
language of those viewing it not 
dubbed or translated aA 4.2 0 


Types of Television Advertising: 


Some television advertising on children's 
programs is really unfair to parents ay eye 4.) 


- Advertisers should not be allowed to 
use well-known celebrities to sell 
their products on television 3.4 je Sel 


I don't like the way some advertisers 
tell you that you can have the good 
life if only you would use their product 4.2 359 3.9 


A comparison of different brands should 
be allowed in television commercials 3.4 30 Bes 


Television stations should not be allowed 
to show commercials for things like under- 
garments or personal hygiene products ou fabs 3.0 


Advertising for other programs is just 
as annoying as advertising for products 335 eet | Sec 


Promotions that tel] you what programs 
are going to be on later are just as 
annoying as the conmercials ae 220 ee 
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TABLE 18 (CONTINUED) 


Involved Detached 
Television Television Television 


Rejecters  Accepters Accepters © 


The Informational. and Entertainment Roles 


of Television Advertising: 


It is more important for television 
commercials to be informative than 
entertaining 4.2 4.1 ay 


The best commercials are the ones which 
give you information without any gimmicks 4.3 4.3 4.3 


Television commercials rarely tell you :, 
anything useful about the product which 
is being advertised ae o.0 3.4 


Advertising is suited to television 

because both the commercials and the 

programs have nothing to do with my 

everyday life Bee Ey CPx 


The best commercials are those which 
are the most entertaining 3.8 3.8 5.6 


Some television commercials are more 
entertaining than most of the programs 
I watch 2.9 a 2.4 


Images which Television Advertising Creates: 


A lot of television commercials are 
insulting to men NS 3.0 2.9 


A lot of television advertisements are 
insulting to women 4.0 3.4 S20 


Most commercials for products like house- 
hold cleaners suggest that housewives 
have no common sense 4.) so Sage 


Television commercials don't show people 
the way they really are 4.5 4.2 AZ 


If television commercials were completely 
realistic, nobody would want to watch them 3.0 B y4 ol 
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TABLE 18 (CONTINUED) 


Television 


Rejecters 


Integrity of Television Advertising: 


Advertisers can say or show almost any- 
thing they like on television commercials 
without having to tell the truth See 


Advertisers should have the right to 
show the public their products in any 
way they want ae 


Television programs such as Market Place 
(Fr. Consommateurs Avertis) tell you the 
truth about advertised products 4. 


Advertisements put out by the government 
are more believable Jeo 


Regulation of Truth in Television Advertising: 


The government or the television stations 
should check all commercials to make sure 
that what they are saying is really true 4.6 


It is up to the government to ensure that 
advertisers can prove everything they say 
in television commercials 4.4 


The government should prosecute any 
advertisers who mislead the public 4.6 


Any advertiser misleading the public 
should not be allowed to show any 
commercials for a period of time 4.6 


Any advertiser that misleads the public 
should be required to go on television 
again and tell the truth 4.5 


Involved Detached 
Television Television 
Accepters  Accepters 
Soc Se 
260 eS | 
4.2 4.2 
3.4 36 
4.6 4.6 
4.4 4.4 
4.6 4.6 
4.5 4.6 
4.6 4.5 
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TABLE 18 (CONTINUED) 


Involved Detached 
Television Television Teleyision 


Rejecters Accepters Accepters 


Canadian Content-in Television Advertising: 


I would prefer to see a commercial for 
Canadian products rather than American 
products A.3 4.3 4.2 


If the quality was the same, I would 


prefer to see a Canadian commercial 
rather than an Amercian commercial 4.3 4.3 4.3 


Personal Response to Television Advertising: 


I leave the room to get something when 
_ a commercial comes on 366 3.0 oe), 


I flip the dial to see what's on the 
other channels when a commercial comes 
on 226 rede 2.9 


I get annoyed when a commercial comes on BUS ee: ay | 


I do something else until the commercial 
break iS over 3.6 3.6 3.4 


J watch the commercials Zey Bos 3.0 


I make a point in seeing a commercial 
I like FAR 7agih 2.4 
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PART SEVEN 


COMPLAINTS BY TELEVISION 
VIEWERS 
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COMPLAINTS BY TELEVISION VIEWERS 


This part of the report examines the extent to which those who 
effectively complain about something seen on television are typical of 


Canadians generally. 


The first section of this part of the report examines differences 
in attitudes towards advertising, television, and television advertising held 
by complainers compared to the Canadian population generally. Next demographic 
usage differences and media usage differences between complainers and the pop- 
ulation generally are examined. Finally, the third section reviews 
channels of grievance actually used by those who complained about 
something seen on television, and channels of grievance which the Canadian 


population generally is aware of. 


Complainers are defined as being those individuals who have ever 
effectively complained about something seen on television. To be an effective 
complaint it had to have been directed to at least one of the following: 
television station, advertiser, Canadian Radio Television Commission, Ombudsman, 
Box "99", other government office, Action Line consumer show, and newspaper. In actual 
fact, very few Canadians, about one out of twenty, have lodged effectively 


directed complaints about television. 
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I. Attitudes of Canadians Towards Advertising, 
Television, And Television Advertising 


Differences in attitudes held by complainers compared to Canadians 
general ly towards advertising, television, and television advertising are 
discussed in this section. The discussion of findings is followed by Tables 
1, 2, and 3 which present levels of agreement and frequency levels for each 


issue within the three attitudinal areas. 


Attitudes towards various advertising issues appear remarkably Similar 
for complainers as compared to Canadians generally. No discernible difference 
occurs even based on the defining criteria which was previously shown to dis- 
tinguish the 'advertising accepter’ disposition from the ‘advertising rejecter' 
disposition ("advertising helps to raise our standard of living"). However, 
complainers do somewhat more often agree that advertising Werte products He 


expensive and causes people to purchase unnecessarily. 


Complainers clearly hold more negative attitudes towards various 
television issues than do Canadians generally. This difference is particularly 
evident based on the defining criteria which were previously used to distinguish 
the 'television rejecter' disposition from the ‘television accepter' 
disposition ("most television shows are boring" and "watching television 
is the best way to relax"). Complainers particularly more often believe 
that television is both socially inappropriate and detrimental to social 
interaction. As well, they more strongly believe that television's 
effect upon children is also detrimental. Complainers more negative 


attitudes also manifest themselves behaviourally. As well as less 
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often considering television to be the best way to relax, complainers less 

often turn to television for company when home alone and less often reflexively 
turn to television when without something to do. They are more readily able to 
discontinue watching annoying programs tnan are Canadians generally, and as well 


they more often tend to do other things concurrently with viewing television. 


Attitudes of complainers towards television advertising are similar 
to attitudes held by Canadians generally regarding some issue areas, but differ 
in other issue areas. No discernible individual attitudinal differences occur 
regarding Canadian content in television advertising, the integrity and re- 
gulation of television advertising, the informational and entertainment roles 
of television advertising, and the frequency, number, presentation, and place- 
_ ment of television advertising. However, all of these areas collectively 
indicate slightly negative attitudes towards television advertising, except 
regulation integrity and Canadian content which remain neutral. Complainers' 
‘attitudes towards the relationship between advertising and television are 
clearly more negative than are those of Canadians generally. As well as 
less often agreeing that advertising supports television programming, they more 
often advocate its removal from television. Complainers are most strongly 
differentiated from Canadians generally in that they considerably more often 
believe that television advertising portrays men and women negatively. They 
are also differentiated behaviourally in that they are more inclined to get 
annoyed when a commercial comes on, they are more inclined to do something 
elso until the commercial is over, and they are less likely to watch the 


commercials at all. 
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TABLE 


1 


ATTITUDES OF COMPLAINERS TOWARDS ADVERTISING 


Economic Role of Advertising: 


Advertising 1S necessary to 
Our economy 


Advertising helps to raise 
our standard of living 


Advertising makes products 
more expensive 


Advertising makes people 


spend their money on things 
they really don't need 


Communication Role of Advertising: 


Good products don't have to 
be advertised very much 


Advertising tells us about new 


products that are out on the market 


A lot of things that advertisements 
tell you are new are just the same 
old things 


Integrity of Advertising: 


I think most people realize that 
advertisements only tell you 
about the things that advertisers 
want you to hear 


You can't believe most of the 
things they tell you in 
advertisements 


I don't betieve what they say 
in advertisements where they 
compare different brands 


Total 


Canadians 


Complainers 
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TABLE 1 (CONTINUED) 


Total 


Canadians 


Personal Response to Advertising: 


I often buy products which I 
see advertised 


Advertising of children's 
products helps me decide what 
presents to buy them 


Children are easily influenced 
by advertising 


I enjoy advertisements where 
One company tells you wny its 
product is better than its 
competitor's brands 


Most advertising 71S an insult 
to one's intelligence 


2.6 


2.4 


4.6 


2] 


ac 


Complainers 


Zeb 
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4.7 
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TABLE 2 
ATTITUDES OF COMPLAINERS TOWARDS ADVERTISING 
Total 
Canadians Complainers 
Benefits of Television: 
Television isthe cheapest form 
of entertainment for me Oo? on 
Watching television is the best 
way for me to find out what is 
going on in the world sa 3.0 


People should not expect as much 

from television as they do from 

entertainment they pay for 

(e.g. movies, theatres) Beh 2.9 


Most television shows are 
boring 239 322 


Many television programs have 
too much violence 4.0 4.4 


Most American programs 
are better than most 
Canadian programs So. oe 


Effect of Television Upon Children: 


Most people don’t know what 
their children are watching 
on television 3.4 3.9 


It isn't good for children to 
watch too much television 4.2 4.5 


The television is a good way 
to keep children occupied wnen 
I have other things to do cee, yes 


Television in a Social Context: 


Watching television is a 

pleasant way for the whole 

famtly to spend the evening 

togetner at home Bat 3.0 


People no Longer talk with each 

other at home because they 

spend a lot of time watching 

television ce a iRY A 
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TABLE 2 (CONTINUED) 


Total 
Canadians Complainers 


There are too many people 
who are slaves to the 
television set 4.2 4.4 


I watch television when 
friends or guests drop in reo thas 


Personal Response to Television: 


I really get involved with 
the characters in some 
television programs 2.9 2.8 


Watching television is the 
best way to relax after a 
_ hard day 255 ou) 


The television keeps me 
company when I'm home alone eyes) 3.6 


I don't know what else to do 
so I watch television ZT oe 


I do other things at the same 
time as I watch television BU aS 


I feel guilty because I watch 
television when I should be 
doing something else a2 222 


I turn off the T.V. whenever 
I get annoyed with a program ASN aS: 


I fall asleep while 
watching television yee Lao 


I watch television while I 
am eating meals 2.3 (aad | 
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TABLE 3 


ATTITUDES OF COMPLAINERS TOWARDS TELEVISION ADVERTISING 


Relationship of Advertising to 


Television: 


Advertising on television is 
necessary because it pays for the 
programs we get on television | 


Television programs that are 
sponsored by advertising are 
usually better than those 
which have no advertising 


Television stations that 
show a lot of commercials 
have better programs 


T.V. stations supported by 

public tax money do a better job 
of informing the public than those 
which have advertising on them 


We couldn't get the programs we 
want on television without 
advertising 


It is difficult to imagine watching 
television without any commercial 
breaks 


There should be at least one channel 
on which there is no advertising 


There should be no advertising at 
all on television 


I'd rather pay money to watch good 
programs than have to put up with 
all the advertising on television 


Total 


Canadians 


Complainers 
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TABLE 3 (CONTINUED) 


Frequency and Number of Advertisements 


on Television: 


There are far too many commercials 
on television most of the time 


I would not be upset if there were 
twice as many commercials on tele- 
vision as there are now 


It is annoying to see three commer- 
cials in each half hour of program- 
ming 


Four commercials in a row are too 
many 


It is annoying when they show as 
many as five or six commercials 
all in a row 


Placement of Commercials Within 
Television Programming: 


The commercial breaks make it 
difficult to follow the program 
you are watching on television 


Commercials on television inter- 
rupt the program at the worst 
possible time 


I find the commercial breaks 
useful because they allow me to 
do other things 


I prefer watching programs where 
commercials are shown only at the 
beginning and at the end 


I don't like the way the commercials 
which are shown together jump around 
from one thing to another 


I would rather see a small number of 
longer commercials than a lot of 
Short ones 


Tota] 


Canadians 


Complainers 


4.6 
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TABLE 3 (CONTINUED) 


Manner of Presentation of 


Television Advertising: 


I hate seeing the same commercial 
over and over again 


Some commercials are really 
irritating because they turn 
up the sound 


I hate it when the announcer 
in the commercial sounds loud 
and excited 


A commercial should be shown 
in the language of those viewing 
it not dubbed or translated 


Types of Television Advertising: 


Some television advertising on 
children's programs is really 
unfair to parents 


Advertisers should not be allowed 
to use well-known celebrities to 
sell their products on television 


I don't like the way some advertisers 
tell you that you can have the good 
life if only you would use their 
product 


A comparison of different brands 
should be allowed in television 
commercials 


Television stations should not 
be allowed to show commercials 
for things like undergarments 
Or personal hygiene products 


Advertising for other programs 
is Just as annoying as adver- 
tising for products 


Promotions that tell you what 
programs are going to be on later 
are just as annoying as the 
commercials 


Tota] 


Canadians 


Complainers 
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The Informational and Entertainment 


Roles of Television Advertising: 


It is more important for television 
commercials to be informative than 
entertaining 


The best commercials are the ones 
which give you information with- 
out any gimmicks 


Television commercials rarely tell 
you anything useful about the 
product which is being advertised 


Advertising 1S suited to television 
because both the commercials and 
the programs have nothing to do 
with my everyday life 


The best commercials are those 
which are the most entertaining 


Some television commercials are 
more entertaining than most of 
the programs I watch 


Images Which Television Advertising 
Creates: 


A lot of television commercials are 
insulting to men 


A lot of television advertisements 
are insulting to women 


Most commercials for products 
like household cleaners suggest 
that housewives have no common 
sense 


Television commercials don't 
show people the way they really 
are 


Pr television commercials were 
completely realistic, nobody 
would want to watch them 


Total 


Canadians 


Complainers 
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TABLE 3 (CONTINUED) 


Integrity of Television Advertising: 


Advertisers can say or show 
almost anything they like on 
television commercials without 
having to tell the truth 


Advertisers should have the right 
to show the public their products 
in any way they want 


Television programs such as 
Market Place (Fr. Consommateurs 
Avertis) tell you the truth 
about advertised products 


Advertisements put out by the 
government are more believable 


Regulation of Truth in Television 
Advertising: 


The government or the television 


stations should check all commercials 


to make sure that what they are 
Saying is really true 


It is up to the government to 
ensure that advertisers can prove 
everything they say in television 
commercials 


The government should prosecute 
any advertisers who mislead the 
public 


Any advertiser misleading the 
public should not be allowed to 
show any commercials for a 
period of time 


Any advertiser that misleads the 
public should be required to go 

on television again and tell the 
truth F 


Total 


Canadians 


Complainers 
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TABL igs 


Canadian Content in Television 
Advertising: 


I would prefer to see a commercial 
for Canadian products rather than 
American products 


If the quality was the same, I 
would prefer to see a Canadian 
commercial rather than an 
American commercial] 


-Personal Response to Television 
Advertising: 


-I Jeave the room to get something 
when a commercial comes on 


I flip the dial to see what's 
on the other channels when a 
commercial comes on 


I get annoyed when a commercial 
comes on 


I do something else until the 
commercial break is Over 


I watch the commercials 


I make a point of seeing a 
commercial that I like 


(CONTINUED) 


Total 


Canadians 


Complainers 
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II. Demographic Differences And Media Usage 
Differences Of Complainers 


This section identifies similarities and differences between 
individuals who have lodged effectively directed complaints about television, 
and all individuals who have a television in their household, based on their 


demography and media usage habits. 


Effective complaints are lodged by less than five percent of all 
Canadians. As well, various demographic subgroups of the population do not 
markedly differ according to how often they complain about television. Both 
sexes appear to complain equally often. Identifiable differences in complaint 
action do not occur according to language spoken, occupation, or income, nor 
do they occur regionally. By age, the 25 to 44 year olds and particularly the 
45 to 64 year olds appear to lodge somewhat more complaints. Somewhat more’ 
complaints also appear to be lodged by individuals with post secondary Eaten lion 


and by those living in major urban areas. 


TABLE 4 


DEMOGRAPHICS OF COMPLAINERS 


Total Language Sex 
Canadians English French Male Female 
Total respondents with 
television in household 3034 2324 Tae 1516 1543 
% % % % % 
Complainers 4.6 4.8 oar 4.4 4.6 


Non-compiainers 91.8 90.4 92.9 “91.1 91.0 
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Total respondents with 
television in household 


Complainers 


Non-complainers 


Total respondents with 
television in household 


Complainers 


Non-complainers 


Total respondents with 
television in household 


Complainers 


Non-complainers 


Total respondents with 
television in household 


Complainers 


Non-complainers 
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Age 
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Media usage characteristics also do not markedly differentiate 
complainers from the total population wno have access to television within 
their own households. Individuals who have more than one television in 
the household, or who do not have access to colour television, may margin- 
ally more often complain. However, individuals who watch television at 
different times of the day or for different lengths of time, either on 
weekdays or weekends, are not differentially disposed towards complaining, 
nor are they differentiated according to average weekly usage of television. 
However, it is most interesting that individuals’ usage of alternative media 
is strongly related to whether or not they complain about something seen on 
television. As both the multiplicity and intensity of alternative media 
usage (see Appendix XV) increase so does the likelihood of complaining 


about something seen on television. 
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Number of Television Sets in Household 


Tota] Single Television 
“ Canadians Household 
Total respondents with 
television in household 3034 1881 
% ys 
Complainers 4.6 Sel 
Non-complainers SF NY 92.6 


Multiple Television 
Household 
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% 
D.9 
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Availability of Colour Versus Black and White 
Black and Black and White Colour 


White Only and Colour Only 

Total respondents with 
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| % ve % 
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Mainly Evening Mainly Mainly Evening Mainly 
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0-2 3-6 More Than 
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5-8 9 or More 


Hours Hours 6 Hours Hours Hours 

Total respondents with 
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; % % y % % 
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Non-complainers 90.7 LS Vitie) 92.7 92.0 89.9 


F oh ce 
re ot aN 


7” 
es 


0 7a 


MAP 


c ; ‘a pals fi 
van aR aur t 
x oh Reuben Ft 
b.E oa ga 
38 oe td bin 
dot etvebal twsdaew sae yeni 


aya a cata _ 


“aint sina’ yhokae aera. ‘prin vinion 


paingyS yi heed dnisysd, -pntiewa SLLeund, sit guise 


Oscs ne eT ce a 
x ¥ te : re 
Bt i a pe 2 8 86a 


$.ne 2.1 88 oy a OS a | 


epee baatesk soavavA a6 YshtedW apuvevwh 
gai etval 2) 4 int . oil ote tea rar +6 
art 46:8 a 


ee), Os 

ayo soft. aerT 
z : ; 
2.2 3h a 

?.e8 se a Te 


re oa ei 
| Ran lays ': . ae . 


igtw etnobaogasy fasor 
bforseuod nt notatvelad 


 arantsfqnog 
ervantalqmos~mor 


Average Weekly Usage Of Television 


Total respondents with 
television in household 


Complainers 


Non-complainers 


Total respondents with 
television in household 


Complainers 


14 Hours 15-40 Over 40 
Or Less Hours Hours 
940 1414 680 
% % % 
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Average Weekly Usage Of Television 
Cvitows 4 to 6 7 
days days days 
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Non-complainers 


Total respondents with 
television in household 


Complainers 
Non-complainers 
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Multiplicity Of Alternative Media Usage 


Very Very 
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Range Range Range Range Range 
349 634 833 Tie 446 

% yA % % % 
13] (eee 4.2 septa) 9.4 
96.0 94.9 ces 91.2 88.6 


Intensity Of Alternative Media Usage 
Moderate Average 


Exposure Exposure Exposure Exposure Exposure 


Minima} 


856 


ae 
3) 


/18 
% 

4.6 

oe 


Heavy Very Heavy 
520 500 
% % 
732 7.4 
90.8 89.6 


a by a 


a ri aud peo 


Tae Mn Vane We dtiw stagbaogesy | 
Age Sty oe any PhS, biorecuoll mF. eeaeet 


Bete | Wey of z bs z VAT: Rte 
b_¢ oe gS. rs of zronts quod 
7.68 ae vita e, 0 Dae Sen ts lqmog-non 


Newisoned sures sihigne [oa vsunoge shu: eb pollaciada ae 
oat ase att ae OAS blofezvond at notetyafad 
x z zg :. b 
at 3.% ad 8. 6.f events fqmod 
0,08. 6.08 i a @,.a0 z4etelqnos+nol 


pede + iri 


- , “uiil'dy Ss ate 


TABLE 6 


CHANNELS FOR TELEVISION COMPLAINT 


ACTUAL COMPLAINT 


Respondents who have 


made effectively 


directed complaints 


Television station 
CRTC 

Government 

| Action line 
Advertiser 
Consumer show 
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Box. 99" 

Avevade number of 


channels for actual 
complaint 
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LATENT COMPLAINT 


Respondents with 
television in 
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III. Channels Of Complaint 


This section first examines where effective television complaints 
are actually directed, and then examines general awareness of possible 
channels of-complaint for all television viewers. Lastly, awareness of 
various Channels of complaint is examined for various subgroups of the 


television viewing population. 


The channels through which complaints about television might be 
lodged appear underutilized. However, among the one in twenty who complain, 
some direct complaints along more than one channel. About 80% lodge complaints 
with television stations, about 10% of complainers direct theirs to the Canadian 
Radio Television Commission, and almost 20% direct their complaints in other 


potentially useful directions. 


Since the actual channels used by so few complainers cannot be 
expected to reflect the avenues For complaint known to Canadians generally, 
channels for latent complaint are also reviewed, and these indicate where 
individuals might complain should the need arise. About three quarters of 
all Canadians are able to suggest effective channels. Almost half of all 
Canadians mention television stations, slightly more than one eighth suggest 
the Canadian Radio Television Commission or other government departments, and 


a similar proportion mention other effective channels. 
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Channels of latent complaint can be further examined to determine 
which ones are most familiar to different subgroups of the population and 
to determine which subgroups are most aware of the various channels generally. 
For example, French speaking Canadians proportionately more often cite effec- 
tive channels for complaint than do English speaking Canadians, and their 
complaints proportionately more often would be lodged with television stations 
and consumer shows. Although both sexes suggested the same total number of 
channels of complaint, males emphasize the Canadian Radio Television Commission 
and government more than females do. The number of Tatent channels for complaint 
mentioned is greatest toward the middle of the age distribution just as it is 
for the levels of actual complaint. Effective channels for complaint are also 
more likely to be suggested by individuals with higher education, occupation, 
and income levels, and correlatively, by those who watch fewer hours of tele- 


vision and who have a broader exposure to alternative media. 


; a 
ier _ i ~, ¢ 


ag? Ds 
a Ria 446 y, ¥ 
or oso ») - ; my 


a ms he 


saat Ma. tate +d ee iene 2 ivi be » alae paar ie 
| ‘i wltatatts  kiiada Naan aii as CE “le 


a 
- 
% ; ‘ 
j ng 
’ id iF i ' 7 
[ / 
. 
+ 1: 
‘ad | 
un ¥ 
7 vy 
7 
a 
: 


TAB 


ep ad 


CHANNELS FOR LATENT TELEVISION COMPLAINT 


Total respondents with 
television in household 


Television station 
Government 

CRTC 

Advertiser 
Newspaper 
Consumer show 
Action line 

BOX. 19. 

Ombudsman 


Average number of 
channels for latent 
complaint ~ 


Total respondents with 
television in household 


Television station 
Government ; 
CRIC 

Advertiser 
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Consumer show 
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Sex 
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Total respondents with 
television in household 


Television station 
Government 
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Advertiser 
Newspaper 
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Occupation 
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Total respondents with 
television in household 


Television station 
Government 

CRTC 

Advertiser 
Newspaper 
Consumer show 
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Average number of 
channels for latent 
complaint 
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Region 
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Intensity Of Alternative Media Usage 
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PART ETGHT 


RELATIONSHIPS BETWEEN ISSUES REGARDING 
THE PUBLIC’S ATTITUDES TOWARDS 
ADVERTISING ON TELEVISION 
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ADVERTISING ON TELEVISION 


| Preceding parts of this report have dealt with specific issues 
and behavioural hypotheses relating to people's attitudes towards adver- 
tising as an economic and commercial activity, towards television as a 
medium, and specifically towards the presence of advertising on SPS. 
The attitudes of Canadians towards these three areas have been dala eaten 
in the survey questionnaire through the use of component items which im- 
pinge upon various appropriate individual issues and behavioural character- 
istics. The tabulations of survey respondents' reactions to each of these 
component items have indicated the weight of public opinion behind each 
issue, but have also shown that in most cases a considerable spread of 
opinion also exists. Much of the spread in the reactions to the question- 
naire items undoubtedly reflects differences in people's attitudes towards 
the issues addressed. Indeed, it would be very surprising to find relative 


unanimity on many of the issues relating to such a complex subject area. 


While one might accept the fact that a variety of opinions will 
be found in any population group, it would be instructive to know whether 
any systematic relationships can be found among the many issues relating 
to television advertising. In this part of the report segments 
of the Canadian public are identified such that individuals within a 


segment hold similar attitudes towards an entire range of issues, 
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and such that attitudes towards the entire range of issues appears 


markedly different between segments. 


The analysis presented in this part of the report is based on 

a statistical technique which groups survey respondents according to 

their responses to all of the items on which they expressed their 

attitudes. This statistical technique identifies systematic differences 

in the opinions expressed among various groups of survey respondents over 

a range of issues. This grouping analysis has been carried out separately 

for each of the three main attitudinal areas covered by the survey questionnaire: 
- advertising 


- television 
- television advertising 


The balance of this part of the report first identifies the 
different segments of opinion which exist within each of the ie 
attitudinal areas. Next, a detailed profile is presented for each 
segment within each attitudinal area. Finally, the segments within 
each attitudinal area are cross-referenced to determine in what ways 


these segments relate to each other. 


1: Collectively, grouping techniques such as were employed here are termed 
cluster analysis. The specific method employed here was 'Q-type factor analysis', 
a factor analysis of person-by-person correlation matrices. This statistical 
technique has been explained in detail in Appendix XIII. 
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I. Identification Of Advertising Attitude Seqments 


The analysis of respondents' attitudes towards advertising as 
.and commercial activity indicates that overal] advertising 
can be represented on a continuum ranging from negative to 
positive. However, the continuum was divided to identify two segments of 


basically opposing opinion. 


One group of respondents might be termed ‘advertising negativists’ 
because of their proportionately much more negative attitude towards virtually. 
all aspects of advertising in Canada. The converse group of respondents has 
been labelled ‘advertising supporters’ in view of their equally marked greater 
acceptance of Canadian advertising and its effects. It must be recognized 
that the title applied to each group can only represent the relative differences 
between them, and thus does not directly imply overall attitudinal levels. 

For example, the ‘advertising supporters' are in almost complete agreement 

that advertising is necessary to the Seeones The ‘advertising negativists’ 
are considerably less likely to agree that this is the case, but they none- 
theless do show modest agreement that this is the case. Similarly, the 
‘advertising negativists' display considerable incredulity towards advertising, 
and certainly proportionately much more incredulity than the ‘advertising 
supporters’ show, but nonetheless the Pevererei nc supporters’ are also some- 


what inclined to not believe most of the things which are told in advertisements. 
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The grouping analysis was carried out separately for English speaking 


and French speaking respondents to identify any possible differences with 


respect to how advertising might be perceived by individuals speaking each 
respective language. In both cases the separate analysis produced only 
two segments, and these were closely matched both descriptively and in 
terms of relative size. The actual distribution of the total survey 


sample is presented in Table 1. 


Because of the marked similarity of attitudes towards ‘advertising 
held by both English speaking Canadians and French speaking Canadians, both 


language groups have been combined for subsequent analysis. 


A complete summary of the attitudes which systematically 
differentiate ‘advertising negativists' from ‘advertising supporters’ is 
shown in Table 2. Table 3 details the actual differentiating statements 
used to prepare the Table 2 summary. As well, each segment's actual 
level of agreement with key statements has been graphically presented in 
Table 4 so that relative differences in response between segments are made 


more readily apparent. 
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' TAbe 1 
RELATIVE SIZE OF EACH ADVERTISING ATTITUDE SEGMENT 
English- French- 


Total Speaking Speaking 
Canadians Canadians Canadians 


Total respondents 3059 2324 735 
| 7 y 2g 
Advertising negativists 64 66 63 
Advertising supporters 36 34 37 
FABLE. 2 
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SUMMARY OF DIFFERENTIATING ATTITUDES REGARDING ADVERTISING 


Advertising Negativists Advertising Supporters 
attitudes - advertising insulting — buying advertised products 
Se cnerely: advertising unbelievable - enjoying advertising 
greater - advertising makes products - advertising necessary to 
agreement expensive economy and standard of 

living 
Vv 
4 - advertising necessary to Dye Nh 
ae Ce economy and standard of - advertising makes products 
eliciting living more expensive 
proportionately- enjoying advertising - advertising unbelievable 
Tess 


agreement buying advertised products. - advertising insulting 
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TABLE 3 


DIFFERENTIATING STATEMENTS REGARDING ADVERTISING 


ae 


ADVERTISING NEGATIVISTS 


Statements which elicit a higher than average level of agreement: 


Statements which elicit a higher than average level of disagreement: 


most advertising is an insult to one's intelligence 


you can't believe most of the things they tell] you in 
advertisements 

I don't believe what they say in advertisements where 
they compare different brands 


advertising makes products more expensive 
advertising makes people spend their money on things 
they don't really need 

good products don't have to be advertised very much 
a lot of things that advertisements tell you are new 
are just the same old things 


advertising of children's products helps me decide what 
presents to buy them ; 
I often buy products which I see advertised 


I enjoy advertisements where one company tells you why 
its product is better than its competitors’ brands 


advertising helps to raise our standard of living 
advertising is necessary to our economy 
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TABLE 3. (CONTINUED) 


ADVERTISING SUPPORTERS 


Statements which elicit a higher than average level of agreement: 


~ advertising of children's products helps me decide what 
presents to buy them 
- I often buy products which I see advertised 


- I enjoy advertisements were one company tells you why 
its product is better than its competitors’ brands 


- advertising helps to raise our standard of living 
- advertising is necessary to our economy 


Statements which elicit a higher than average level of disagreement: 
-~ most advertising is an insult to one's intelligence 


- you can't believe most of the things they tell you 
in advertisements 

- I don't believe what they say in advertisements 
where they compare different brands 


-~ advertising makes products more expensive 

- advertising makes people spend their money on things 
they don't really need 

- good products don't have to be advertised very much 

- a lot of things that advertisements tell you are new 
are just the same old things 
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TABLE 4 


ABSOLUTE LEVELS OF AGREEMENT 
FOR KEY DIFFERENTIATING STATEMENTS REGARDING ADVERTISING 


Advertising helps to raise our standard of living. 


Advertising Negativists 


Advertising Supporters 


Most advertising is an insult to one's intelligence. 


Advertising Negativists 
Advertising Supporters 


Advertising Negativists 


Advertising Supporters 


I often buy products which I see advertised. 


Advertising Negativists 
Advertising Supporters 
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Advertising of children's products helps me decide what presents to buy them. 


Advertising Negativists 
Advertising Supporters 


Advertising is necessary to our economy. 


Advertising Negativists 


Advertising Supporters 


Note: An absolute level of 1.0 would indicate “complete disagreement", 


whereas an absolute level of 5.0 would indicate "complete agreement”. 
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Divericentitication UF Television Attitude Segments 


The analysis of respondents' attitudes towards television as 
a medium identified three basic types of respondents, each representing 


a different, segment of opinion on the subject. 


One group of respondents is distinguished by their proportionately 
much more critical attitude towards almost all aspects of television pro- 
gramming as we know it in Canada and might be termed ‘television dislikers'. 

The other two groups of respondents are distinguished by their generally 

more favourable attitudes towards television. However, these two groups 

of television supporters are strongly differentiated on their affinity 

and personal involvement with the medium and so might be distinguished 

as ‘engrossed television supporters' and ‘objective television supporters’. 

Again it must be noted that these titles only capture the essence of attitudinal: 


differentiation between these three groups of respondents. 


Since the type and variety of eoatmiine available to Canadians 
might be thought to differ on English and French stations, the grouping 
analysis was carried out separately for English and French speaking respon- 
dents. However, it is interesting to note that in both cases the separate 
analysis produced three groups which were descriptively similar and also 
not significantly different in relative size. The actual distribution of 


the total survey sample is presented in Table 5. 
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TABLE 5 


RELATIVE SIZE OF EACH TELEVISION ATTITUDE SEGMENTS 


English- French- 
Total Speaking Speaking 
Canadians Canadians Canadians 


Total respondents 3059 2324 735 
y 4 % % 
Television dislikers eye pes 30 


Engrossed television 
Supporters 37 38 34 


Objective television 
supporters 30 29 £45) 


Because attitudes towards television appear markedly similar 
for both English and French speaking Canadians, both language groups 
have been combined to produce three aggregate national television attitude 


segments for subsequent analysis. 


‘A complete summary of the attitudes which systematically differen- 
tiate these three segments is shown in Table 6. Table 7 details the actual 
differentiating statements used to prepare the Table 6 summary. As well, 
each segment's actual level of agreement with key statements has been graphic- 
ally presented in Table 8 so that relative differences in response between 


segments are made more readily apparent. 
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TABLE 6 


DIFFERENTIATING ATTITUDES REGARDING TELEVISION 


Engrossed Objective 
Television Television Television 
Dislikers Supporters Supporters 
- t.v. shows boring - gets involved - commercials 
; with t.v. support better 
- t.v. too impor- 
He LAnear characters t.v. programs 
people - t.v. good for - t.v. best for 
- t.v. has too Pe ie 
much violence ene Aiea - t.v. Inexpensive 
y Fe leves ioe eo entertainment 
children SE Ue Beas - t.v. good for 
keeping children pipet densa 
- public t.v. occupied fami] pyens 
[ae amily and when 
- t.v. good for alone 
news 
- t.v. inexpensive 
entertainment 
- commercials 
support better 
t.v. programs 
- t.v. inexpensive 
entertainment 
- t.v. best 
for news 
- gets involved " . A : 
has GeV DOniNG) | © t.v. boring 
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TABLE 7 
DIFFERENTIATING STATEMENTS REGARDING TELEVISION 
TELEVISION DISLIKERS 


Statements which elicit a higher than average level of agreement: 
- most television shows are boring 


- people no longer talk with each other at home because they 
spend a lot of time watching television 

- there are too many people who are slaves to the television 
set 


- Many television programs have too much violence 


- most people don't know what their children are watching on 
television 
- it isn't good for children to watch too much television 


- t.v. stations supported by public tax money do a better 
job of informing the public than those which have adver- 
tising on them 


Statements which elicit a higher than average level of disagreement: 


- watching television is the best way to relax after a hard day 
-~ the television keeps me company when I'm home alone | 
- watching television is a pleasant way for the whole family 

to spend the evening together at home 


- I really get involved with the characters in some 
television programs 


- watching television is the best way for me to find out what 
1s going on in the world 


- television is the cheapest form of entertainment for me 
. 7 the television is a good way to keep children occupied when 
I have other things to do 


- television stations that show a lot of commercials have 
better programs 

- television programs that are sponsored by advertising are 
usually better than those which have no advertising . 
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TABLE 7 (CONTINUED) 
ENGROSSED TELEVISION SUPPORTERS 


Statements which elicit a higher than average level of agreement: 


- I really get involved with the characters in some 
television programs 


- the television keeps me company when I'm home alone 
- watching television is the best way to relax after a hard day 
- watching television is a pleasant way for the whole family 

to spend the evening together at home 


- the television is a good way to keep children occupied when 
I have other things to do 


- watching television is the best way for me to find out what 
1S going on in the world 


- television is the cheapest form of entertainment for me 


Statements which elicit a higher than average level of disagreement: 


- people no longer talk with each other at home because 
they spend a lot of time watching television 


- many television programs have too much violence 
- most television shows are boring 


- there are too many people who are slaves to the television 
set 
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TABLE 7 (CONTINUED) 


OBJECTIVE TELEVISION SUPPORTERS 


Statements which elicit a higher than average level of agreement: 


television programs that are sponsored by advertising are 
usually better than those which have no advertising 
television stations that show a lot of commercials have 
better programs 


watching television is the best way for me to find out 
what is going on in the world 


television is the cheapest form of entertainment for me 


watching television is a pleasant way for the whole family 

to spend the evening together at home 

watching television is the best way to relax after a hard day 
the television keeps me company when I'm home alone 


Statements which elicit a higher than average level of disagreement: 


- I really get involved with the characters in some 


television programs 


- most people don't know what their children are watching 


on television 


- most television shows are boring 
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TABLE 8 


ABSOLUTE LEVELS OF AGREEMENT 
FOR KEY DIFFERENTIATING STATEMENTS REGARDING TELEVISION 


Television is the cheapest form of entertainment for me. 


Watching television is the best way for me to find out what is going 
on in the world. 


Television Dislikers 


Television programs that are sponsored by advertising are usually better 


than those which have no advertising. 


Television Dislikers 


Television Dislikers 
Engrossed Television Supporters = 
Objective Television Supporters # 


I really get involved with the characters in some television programs. 


Television Dislikers 


eeseeeer cece 
ara eee eo 2 ee eee 


Engrossed Television Supporters 3 
Objective Television Supporters 3 


Note: An absolute level of 1.0 would indicate "complete disagreement", 


whereas an absolute level of 5.0 would indicate "complete agreement”. 
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ft dentiricetion Of Television Advertising Attitude Segments 


The analysis of respondents' attitudes towards the presence of 
advertising-on television was also carried out separately for English 
Speaking and French speaking respondents. Attitudes towards advertising 
on television are indeed more complexly interwoven. Within this attitudinal 
area, distinct and important differences were found between the two language 


divisions as well as within each. 


Among the English speaking respondents four segments can be - 
identified. One segment of respondents might be labelled ‘anti-television 
advertising Anglophones' because of their proportionately stronger 
negative perceptions regarding all aspects of television advertising. 

Two other segments of respondents appear to be more favourably disposed 
towards television advertising. One of these shows a relatively 

Stronger acceptance of the physical interruption and presence of commercials, 
wnile the other is relatively more supportive of the ects) message or con- 
tent. Hence these segments might be distinguished as 'Anglophone -accepters 
of the presence of television advertising’ and 'Anglophone accepters of 
television advertising content'. The fourth segment of respondents nde 
to neither accept nor reject television advertising outright. Rather, this 
segment proportionately more often feels that television advertising is 
necessary but that it should be further controlled and regulated, and 

thus the term 'Anglophone television advertising reformists' might be applied 


to these..respondents. 
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Among French speaking respondents three segments can be identi fied. 


As was found with the English speaking respondents, one segment of respondents 
holds more Strongly negative perception of all aspects of television advertising 
and thus might be termed 'anti-television advertising Francophones'. Another 
segment of respondents appears to proportionately more strongly accept all 
aspects of television advertising and thus might be labelled ‘Francophone 
accepters of the presence and content of television advertising’. The final 
segment of respondents might be termed ‘Francophone television advertising 
content negativists' since although the presence of commercials is of pro- 
portionately less concern to them, they hold proportionately much more 


critical attitudes regarding the message or content of commercials. 


For both the French and English speaking segments outlined above, 
it must be noted that the titles used only capture the essence of television 
advertising attitudinal differentiation, and do not directly imply overall 


attitudinal levels. 


Since the underlying structural basis of attitudes towards television 
adveris ing shows several marked differences for English speaking respondents 
compared to French speaking respondents, these two language segments are 
reviewed separately in all subsequent analysis. The actual distribution of 


the English speaking and French speaking samples are presented in Table 9. 
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A complete summary of the attitudes which differentiate the various 
segments is shown in Table 10 for English speaking respondents and in Table 
13 for French speaking respondents. The actual differentiating statements 
from which these summaries were prepared is presented in Table 11 and 14 


respectively. Also, each segment's actual level of agreement with key 


television advertising statements has been graphically presented in Table 
12 for English speaking respondents and in Table 15 for French speaking 
respondents so that relative differences in response between segments are 


made more readily apparent. 
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TABLE 9 


RELATIVE SIZE OF EACH TELEVISION ADVERTISING ATTITUDE SEGMENT 


English- French- 
Speaking Speaking 
Canadians Canadians 
Total respondents 2324 735 
% % 
English speaking attitude segments: 
Anti-television advertising 
Anglophones ao 
Anglophone accepters of the 
presence of television adver- 
tising 26 
Anglophone accepters of 
television advertising content 26 
Anglophone television adver- 
tising reformists 14 
French speaking attitude segments: 
Anti-television advertising | 
Francophones 42 
Francophone accepters of the 
presence and content of 
television advertising 4] 


Francophone television adver- 
tising content negativists 17 
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DIFFERENTIATING STATEMENTS REGARDING TELEVISION ADVERTISING 


nil et rn SEES SOS ss SD Re 


AMONG ENGLISH SPEAKING CANADIANS 


ANTI-TELEVISION ADVERTISING ANGLOPHONES 
Statements which elicit a higher than average level of agreement: 


-~ there should be no advertising at all on television 
- I'd rather pay money to watch good programs than have to put 
up with all the advertising on television 


- the commercial breaks make it difficult to follow the program 
you are watching on t.v. 

- there should be at least one channel on which there is no 
advertising 


-~ a lot of television advertisements are insulting to women 

- most commercials for products like household cleaners suggest 
that housewives have no common sense 

-~ a lot of television commercials are insulting to men 


- television commercials rarely tell you anything useful about 
the product which is being advertised 
- I don't like the way some advertisers tell you that you can 
have the good life if only you would use their product 
- television commercials don't show people the way they really are 
- advertisers should not be allowed to use well-known celebrities 
to sell their products on t.v. 
-~ some television advertising on children's programs is really 
unfair to parents 


- it is annoying to see three commercials in each half hour of 
programming 

- there are far too many commercials on television most of the time 

- I hate it when the announcer in the commercial sounds loud and 
excited 

-~ commercials on television interrupt the program at the worst 
possible time 


Statements which elicit a higher than average level of disagreement: 


- it is difficult to imagine watching television without any 
commercial breaks 

-~ we couldn't get the programs we want on television without 
advertising 

- I find the commercial breaks useful because they allow me to 
do other things 

- advertising on television is necessary because it pays for the 
programs we get on t.v. 


advertisers should have the right to show the public their 
products in any way they want 
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TABLE 11. (CONTINUED) 


ANGLOPHONE ACCEPTERS OF THE PRESENCE OF TELEVISION ADVERTISING 


Statements which elicit a higher than average level of agreement: 


- I find the commercial breaks useful because they allow me to 
do other things 


- some television commercials are more entertaining than most 
of the programs I watch 
- the best commercials are those which are the most entertaining 


- we couldn't get the programs we want on television without 
advertising é 

- it is difficult to imagine watching television without any 
commercial breaks 

- advertising on television is necessary because it pays for 
the programs we get on t.v. 


Statements which elicit a higher than average level of disagreement: 


- there should be no advertising at all on television 

- the commercial breaks make it difficult to follow the 
program you are watching on t.v. | 

- it is annoying to see three commercials in each half hour 
of programming 

- I'd rather pay money to watch good programs than have to 
put up with all the advertising on television 

- there should be at least one channel on which there is no 
advertising 


~ promotions that tell you what programs are Oing to be on 
later are just as annoying as the commekciats 

- advertising for other programs is just as annoying as adver- 
tising for products 


- advertisers should not be allowed to use well-known celebrities 
to sell their products on t.v. 

- television stations should not be allowed to show commercials 
for things like undergarments or personal hygiene products 

- I don't like the way the commercials which are shown together 
jump around from one thing to another 

~ advertisers can say or show almost anything they like on 
television commercials without having to tell the truth 


- commercials on television interrupt the program at the 
worst possible time 
- there are far too many commercials on television most of the time 
- I prefer watching programs where commercials are shown only at 
the beginning and at the end 
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TABLE 11 (CONTINUED) 


ANGLOPHONE. ACCEPTERS OF TELEVISION ADVERTISING CONTENT 


Statements which elicit a higher than average level of agreement: 


- advertisers should have the right to show the public their 


products in any way they want 


it is difficult to imagine watching television without any 
commercial breaks 


the best commercials are those which are the most 
entertaining 


Statements which elicit a higher than average level of disagreement: 


a lot of television advertisements are insulting to women 
most commercials for products like household cleaners suggest 
that housewives have no common sense 

a lot of television commercials are insulting to men 


I don't like the way some advertisers tell you that you can 
have the good life if only you would use their product 
television commercials don't show people the way they 

really are 

television stations should not be allowed to show commercials 
for things like undergarments or personal hygiene products 
some television advertising on children's programs is really 
unfair to parents | 


television commercials rarely tell you anything useful about 
the product which is being advertised 

advertisers can say or show almost anything they like on 
television commercials without having to tell the truth 


I hate it when the announcer in the commercial sounds loud 
and excited 

some commercials are really irritating because they turn up 
the sound 
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TABLE 11 CONTINUED) 


ANGLOPHONE JELEVISION ADVERTISING REFOR8MISTS 


Statements which elicit a higher than average level of agreement: 


television stations should not be allowed to show commercials 
for things like undergarments or personal hygiene products 
advertisers should not be allowed to use well-known celebrities 
to sell their products on t.v. 


it is difficult to imagine watching television without any 
commercial breaks 

we couldn't get the programs we want on television without 
advertising 


advertisers can say or show almost anything they like on 
television commercials without having to tell the truth 
advertising is suited to television because both the 
commercials and the programs have nothing to do with my 
everyday life 


it is more important for television commercials to be 
informative than entertaining 

the best commercials are the ones which give you information 
without any gimmicks 


Statements which elicit a higher than average level of disagreement: 


I'd rather pay money to watch good programs than have to put 
up with all the advertising on television 

there should be no advertising at all on television 

there should be at least one channel on which there is 

no advertising 


a comparison of different brands should be allowed in 
television commercials 


the best commercials are those which are the most entertaining 
advertisers should have the right to show the public their 
products in any way they want 

some television commercials are more entertaining than most 

of the programs I watch 
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TABLE _12 Penns 


ABSOLUTE LEVELS OF AGREEMENT 
FOR KEY DIFFERENTIATING STATEMENTS REGARDING TELEVISION ADVERTISING 
FOR ENGLISH SPEAKING CANADIANS 


Advertising on television is necessary because it pays for the programs we get 
8) 6 hed Beg fe 


Anti-television advertising 
Anglophones 


Anglophone accepters of the presence 
of television advertising 


Anglophone accepters of television 
advertising content 


Anglophone television advertising 
reformists 


I'd rather pay money to watch good programs than have to put up with all” 
the advertising on television. 


Anti-television advertising 
Angol phones 


Anglophone accepters of the presence 
of television advertising 


Anglophone accepters of television 
advertising content 


Anglophone television advertising 
reformists 


It is difficult to imagine watching television without any commercial 
breaks. 


Anti-television advertising 
Anglophones 


Anglophone accepters of the presence 
of television advertising 


Anglophone accepters of television 
advertising content 


Anglophone television advertising 
reformists 


Note: An absolute level of 1.0 would indicate “complete disagreement", 
whereas an absolute level of 5.0 would indicate "complete agreement". 
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TABLES 12 =~ (CONTINUED) 


There should be no advertising at all on television. 


Anti-television advertising 
Anglophones 


Anglophone accepters of the presence 
of television advertising 


Anglophone accepters of television 
advertising content 


Anglophone television advertising 
reformists 


Advertisers can say or show almost anything they like on television 
commercials without having to tell the truth. 


Anti-television advertising 
Anglophones 


Anglophone accepters of the presence 
of television advertising 


Anglophone accepters of television 
advertising content 


Anglophone television advertising 
reformists 


I find the commercial breaks useful because they allow me to do other 
things. 


Anti-television advertising 
Anglophones 

Anglophone accepters of the presence 
of television advertising 


Anglophone accepters of television 
advertis4éng content 


Anglophone television advertising 
reformists 


Note: An absolute level of 1.0 would indicate “complete disagreement". 
whereas an absolute level of 5.0 would indicate "complete agreement". 
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TABLE 12 (CONTINUED) 


Most commercials for products like household cleaners suggest that 
housewives have no common sense. 


Anti-television advertising 
Anglophones 


Anglophone accepters of the presence 
of television advertising 


Anglophone accepters of television 
advertising content 


Anglophone television advertising 
reformists 


The commercial breaks make it difficult to follow the program you are 
watching on T.V. 


Anti-television advertising 
Anglophones 


Anglophone accepters of the presence 
of television advertising 


Anglophone accepters of television 
advertising content 


Anglophone television advertising 
reformists 


A lot of television advertisements are insulting to women. 


Anti-television advertising 
Anglophones 


Anglophone accepters of the presence 
of television advertising 


Anglophone accepters of television 
advertising content 


Anglophone television advertising 
reformists 


Note: An absolute level of 1.0 would indicate "complete disagreement", 
whereas an absolute level of 5.0 would indicate "complete agreement”. 
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TABLE 12 (CONTINUED) 


Television stations should not be allowed to show commercials for things 
like undergarments or personal hygiene products. 


Anti-television advertising 
Anglophones 


Anglophone accepters of the presence 
of television advertising 


Anglophone accepters of television 
advertising content 


Anglophone television advertising 
reformists 


There should be at least one channel on which there is no advertising. 
Anti-television advertising 
Anglophones 


Anglophone accepters of the presence 
of television advertising 


Anglophone accepters of television 
advertising content 


Anglophone television advertising 
reformists 


Anti-television advertising 
Anglophones 


Anglophone accepters of the presence 
of television advertising 


Anglophone accepters of television 
advertising content 


Anglophone television advertising 
reformists 


Note: An absolute level of 1.0 would indicate "complete disagreement", 
whereas an absolute level of 5.0 would indicate "complete agreement”. 
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TABLE 14 


DIFFERENTIATING STATEMENTS REGARDING TELEVISION ADVERTISING 


AMONG FRENCH SPEAKING CANADIANS 


ANTI-TELEVISION* ADVERTISING FRANCOPHONES 


Statements which elicit a high level of agreement: 


- there should be no advertising at all on television 
- I'd rather pay money to watch good programs than have to put up with all 
the advertising on television 


-- a lot of television advertisements are insulting to women 
- most commercials for products like household cleaners suggest that 
housewives have no common sense 
- a lot of television commercials are insulting to men 


- television commercials rarely tell you anything useful about the product 
which is being advertised 

- I don't like the way some advertisers tell you that you can have the 
good life if only you would use their product 

~ television commercials don't show people the way they really are 

- advertisers should not be allowed to use well-known celebrities to sell 
their products on T.V. 

- some television advertising on children's programs is really unfair to 
parents | 


- the commercial breaks make it difficult to follow the program you are 
watching on T.V. 
- there should be at least one channel on which there is no advertising 


Statements which elicit a high level of disagreement: 


- advertisers should have the right to show the public their products in 
any way they want 


- it is difficult to imagine watching television without any commercial] 
breaks 

~ we couldn't get the programs we want on television without advertising 

- I find the commercial breaks useful because they allow me to do other 
things 

- advertising on television is necessary because it pays for the programs 
we get on T.V. 


- advertising is suited to television because both the commercials and 
the programs have nothing to do with my everyday life 
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TABLE 14 (CONTINUED 


FRANCOPHONE ACCEPTERS OF PRESENCE AND CONTENT OF TELEVISION ADVERTISING 


Statements which elicit a higher than average level of agreement: 


- advertisers should have the right to show the public their products in 
any way they want 


- we couldn't get the programs we want on television without advertising 

- advertising on television is necessary because it pays for the programs 
we get on T.V. 

- it is difficult to imagine watching television without any commercial 

breaks 

I find the commercial breaks useful because they allow me to do other 

things 


- advertising is suited to television because both the commercials and 
the programs have nothing to do with my everyday life 


Statements which elicit a higher than average level of disagreement: 


- a lot of television advertisements are insulting to women 

- most commercials for products like household cleaners suggest that 
housewives have no common sense 

- a lot of television commercials are insulting to men 


- television commercials rarely tell you anything useful about the 
product which is being advertised 


- there should be no advertising at all on television 
- I'd rather pay money to watch good programs than have to put up with 
all the advertising on television 


- promotions that tell you what programs are going to be on later are 
just as annoying as the commercials 

- advertising for other programs is just as annoying as advertising 
for products 


- I don't like the way some advertisers tell you that you can have the 
good life if only you would use their product 

-~ television commercials don't show people the way they really are 

-~ advertisers should not be allowed to use well-known celebrities to 
sell' their products on T.V. 

- some television advertising on children's yo Te is really unfair 
to parents 

- television stations should not be allowed to show commercials for things 
like undergarments or personal hygiene products 
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TABLE 14 (CONTINUED) 


FRANCOPHONE TELEVISION ADVERTISING CONTENT NEGATIVISTS 


Statements which elicit a higher than average level of agreement: 


advertisers can say or show almost anything they like on television 
commercials without having to tell the truth 


promotions that tell you what programs are going to be on later are 
just aS annoying as the commercials 

advertising for other programs is just as annoying as advertising 
for products 


there should be no advertising at all on television 


a comparison of different brands should be allowed in television 
commercials 

advertising is suited to television because both the commercials anda 
the programs have nothing to do with my everyday life 

television commercials rarely tell you anything useful about the 
product which is being advertised 

the best commercials are those which are the most entertaining 

if television commercials were completely realistic, nobody would want 
to watch them 

some television advertising on children's programs is really unfair 
to parents 

television stations should not be allowed to show commercials for 
things like undergarments or personal hygiene products 


I don't like the way the commercials which are shown together jump 
around from one thing to another 

I would rather see a small number of longer commercials than a lot 
of short ones 

I hate seeing the same commercial over and over again 


the commercial breaks make it difficult to follow the program you are 
watching on T.V. 


advertisers should have the right to show the public their products 
in any way they want 


a lot of television advertisements are insulting to women 

most commercials for products like household cleaners suggest that 
housewives have no common sense 

a lot of television commercials are insulting to men 


Statement which elicits a higher than average level of disagreement: 


ads put out by the government are more believable 
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TABLE 15 ec ees 


ABSOLUTE LEVELS OF AGREEMENT 
FOR KEY DIFFERENTIATING STATEMENTS REGARDING TELEVISION ADVERTISING 
FOR FRENCH SPEAKING CANADIANS 


Advertising on television is necessary because it pays for the programs 
wergetron Wav. 


Anti-television advertising 
Francophones 


Francophone accepters of the us, 
presence and content of television =: 
advertising 


Francophone television advertising : 
content negativists 


I'd rather pay money to watch good programs than have to put up with all 
the advertising on television. 


Anti-television advertising 
Francophones 


Francophone accepters of the 
presence and content of television 223: 
advertising ea 


Francophone television advertising 
content negativists 


It is difficult to imagine watching television without any commercial breaks. 


Anti-television advertising 
Francophones 


Francophone accepters of the 
presence and content of television : 
Sees ce 


content negativists 
There should be no advertising at all on television. 


Anti-television advertising 
Francophones 


Francophone accepters of the > 
presence and content of television = 
advertising 


Francophone television advertising : 
content negativists 


Note: An absolute level of 1.0 would indicate "complete disagreement", 
whereas an absolute level of 5.0 would indicate "complete agreement". 
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TABLE 15 (CONTINUED) 


Advertisers can say or show almost anything they like on television 
commercials without having to tell the truth. 


@ 


Anti-television advertising 
Francophones 


Francophone accepters of the 


ee ee ed 
oe 


presence and content of television = 
advertising 


content negativists 


We couldn't get the programs we want on television without advertising 


Anti-television advertising 
Francophones 


Francophone accepters of the 
presence and content of television =: 
advertising bps 


Francophone television advertising =: 
content negativists Ve 


I hate seeing the same commercial over and over again. 


Anti-television advertising 
Francophones 


Francophone accepters of the a 
presence and content of television =: 
advertising 


Francophone television advertising =: 
content negativists 


Advertisements put out by the government are more believable. 


Anti-television advertising 
Francophones 


Francophone accepters of the er 
presence and content of television %: 
advertising 


content negativists 


Note: An absolute level of 1.0 would indicate "complete disagreement”, 
whereas an absolute level of 5.0 would indicate "complete agreement". 
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TABLE 15 (CONTINUED) 


A comparison of different brands should be allowed in television commercials. 


Anti-television advertising 
Francophones 


Francophone accepters of the 
presence and content of television 
advertising 


Francophone television advertising 
content negativists 


Some television advertising on children's programs is really unfair to 
parents. 


Anti-television advertising 
Francophones 


Francophone accepters of the 
presence and content of television 
advertising. 


Francophone television advertising 
content negativists 


A lot of television advertisements are insulting to women. 


Anti-television advertising 
Francophones 


Francophone accepters of the 
presence and content of television 
advertising 


Francophone television advertising 
content negativists 


A lot of television commercials are insulting to men. 


Anti-television advertising 
Francophones 


Francophone accepters of the 
presence and content of television 
advertising 


Francophone television advertising 
content negativists 


Note: An absolute level of 1.0 would indicate "complete disagreement", 
whereas an absolute level of 5.0 would indicate "complete agreement” . 
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IV. Demographic And Behavioural Profile Of Advertising 
Attitude Segments 


Section I of this part of the report identifies and describes 
advertising attitude groupings based On an analysis of responses to various 
Saverdeeindpretiived Statements. This section describes the ‘advertising 
negativists' and the ‘advertising supporters’ further; this time in terms of 
differences in demography and behaviour as measured across the remaining 


questionnaire areas. 


Significant demographic differences do occur and these are shown in 
Table 16, but they do not strongly differentiate the two segments. Behavioural 
differences which more strongly separate the two segments are detailed in Table 


1/2 


The ‘advertising negativists’ proportionately consist of somewhat 
more females and correlatively, more full time housewives. This segment is 
Slightly upscale in income, tends towards residency in the major urban areas 


of Canada, and has proportionately more managerial and professional workers. 


When seeking relaxation, entertainment, and news, the ‘advertis- 
ing negativists' proportionately less often use television and radio, 
preferring to read instead. Relatively greater use of books, newspapers, 
and magazines by the ‘advertising negativists' follows logically since 
printed media places advertising intrusion within the reader's own locus 


of control. 


t bi 


S. ae i = 


San oe ee 
J - 7 A i 


i>‘ : a | : L ey D ; _ ; ae | ie ae kin a 
| | in’ tao eg 


ot Wor be i sibs Lachey, Stuawnned anssitinge. | 
Termotvertad .davenie owt oHy atetinaset tb vignorse ton ob yed? su Bt aa " 


oteet. qt tiattetab gym aStumgue Ow) art stsveqse YIgnOT2 srom doidW’7 


. 


Totwemne 70 Jeteton yleseretineggay ‘zteivitenen pnteltievbs" aAT | ar 
at Smaps cry. 2evPwaguod omty. fd saan “levitstewes bos 26) amet sion 
eats Net) oleh OMT AT yooNbizay ehvawet Bbne! yemeont nt slsoequ yedobia 


.etsivow gnoterstow. tas Teivevanss svom \lstenotidogerg est brs . 5b6043 Fo 


-etixevbs' Oe then BHA ,dnemaiisiiatine .nottexneton gititesa marl é 
Otay tne neteivals? 92) natto zesl ylotenotdmgery ‘atel etapa get 


e=Tegngewen ,e4000 to 920 yatsev \lavitstoh .besdent Neey op ontnte tery 


aoni2e vifsofpot eusl tar ‘ed2tvitepan ontetsvavbs! add vd 2ontaegem bits . 
ewael mis 2 rsbeeY ans Nigtiw avizirtin? ontzisievbn 2ogety! ate Ren | 


-317- 


_ For the ‘advertising negativists', television program preference 

tends more often toward informational and educational programming such as news, 
documentaries, and consumer and public affairs programs. Entertainment programs 
are of relatively less interest to this segment. When a commercial comes on 

the televisipn the ‘advertising negativists' get annoyed more frequently than 
do the ‘advertising supporters’. They are also more likely to leave the room 
or to do something else until the commercial break is over. Certainly they 

are less likely to watch commercials. As well, the ‘advertising negativists' 
estimate that they are exposed to more minutes of commercials per hour of view- 


ing than do the ‘advertising supporters’. 


The ‘advertising supporters’ consist of proportionately more 15 to 
24 year olds, and correlatively, more students and single people. This 
segment also appears to have a slightly higher proportion of French speaking 


Canadians and Quebec residents. 


The ‘advertising supporters’, unlike the ‘advertising negativists’, 
proportionately more often prefer television and radio over the printed media. 
The type of programs watched by this group are proportionately more often 
representative of entertainment programming rather than educational or 
informative programming. Also, it is the ‘advertising supporters’ who are 
more likely to watch commercials when they come on the television. In fact, 
this segment more frequently makes a point of seeing a commercial that is 


liked when it comes on the television. 
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TABLE 16 


© DEMOGRAPHIC PROFILE QF ADVERTISING ATTITUDE SEGMENTS 


Total respondents 


SEX 


Female 
Male 


AGE 


15 - 24 
25 34 
35 - 44 
45 - 54 
55 - 64 
65 and over 


LANGUAGE 


English 
French 


MARITAL STATUS 


Married/Common law 
Single 
Divorced/widowed/separated 


EDUCATION 


Public school or less 
Some high school 
Completed high school 
Some/Completed university 


50. 
49, 


255 
16: 
1G. 
14, 


1 


10. 


76. 
24. 


66. 
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TABLE 16 


Total respondents 


OCCUPATION 


Student 

Retired 

Full-time housewife 
Manager/ Professional 
Clerical/sales 

All other workers 


HOUSEHOLD INCOME 


Under $10,000 
$10,000 - $14,999 
$15,000 and over 


REGION 


Atlantic 

Quebec 

Ontario 

Prairies 

British Columbia 


POPULATION DENSITY 


500,000 and over 
100,000 to 499,999 
10,000 to 99,999 
Less than 10,000 
Rura | 


CONTINUED) 


Total 
Canadians 


3059 
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TABLE 17 


Total respondents 


USAGE OF SELECTED MEDIA 


When 


When 


When 
what 


wanting to relax: 


Television 

Radio 
Newspaper/magazine 
Read 


wanting to be entertained: 


Television 

Radio 
Newspaper/magazine 
Read 


wanting to be informed about 
is happening in the world: 


Television 

Radio 
Newspaper/magazine 
Read 


fp 
ONWMC 
NOOO 


ine) 


Total 
Canadians 


3059 
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TABLE 17 _ (CONTINUED) 


Total respondents with 
television in household 


FAVOURITE TELEVISION PROGRAM 


TYPE (AVERAGED ACROSS 
FIRST THREE MENTIONS) 


Public affairs program 
Comedy 

Musical variety 
Serial/soap opera 
Police/detective show 
Quiz/audience participation 
Western 

News 

Movie 

Documentary 

Talk show 

Sports 

Drama/play 
Suspense/mystery 
Doctor/hospital 
Consumer program 
Cartoon/children's show 


Science fiction show 


Total 
Canadians 


3934 


—— = OW —— © OO —] PD — 


Be = OO OO: NG, se Wh On) G1 mo Oe. So 


—“ -— 4" OW W OH BRN HD] WY WO DY w 
° On e ° e ® ° ° e ° e e ° ° e ° ° e 
(OS a Ne] SS) (Sn ene NS Wey al OS aa (Copy (et) “ON (op) 


Advertising 


Negativists Supporters 


1938 


Advertising 


1088 


° . ° ° ’ ° . ° e . 


et IN SOD SOGENS Gol SIF Oye — 
ate 6) ee a. CP errs ° ° 


-321- 


he 


Of 
Be | 


| . ie ” " ie a ,¥ 


bit, a 


7 a is 
en IE) my 
74 


a | ae ptne) 


a 


qretzyl\ Seneqeud 

fad tgzod\ vos s00 

nue pod’ Vamuenod 

wodt 2"neibffds\noogied 
wide Motto? sonstad 


TABLE 17 


Total respondents 


PROPENSITY TO DO EACH OF THE 
FOLLOWING WHEN A COMMERCIAL 
COMES ONS IRE. TELEVISION 


(Higher levels indicate greater 


frequency/1likelihood) 


Leave the room to get 
something 


Get annoyed 


Do something else until 
the commercial break jis 
over 


Watch the commercial 


“Make a point of seeing 
a commercial that is 
liked 


ESTIMATED AVERAGE NUMBER OF 
MINUTES OF COMMERCIALS PER 
HOUR OF TELEVISION 


(CONTINUED) 


Total 


Canadians 


3059 
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V. Demographic And Behavioural Profile Of 
Television Attitude Segments 


Three television attitude groupings were identified and described 
in Section II based on an analysis of responses to various television related 
Perr enante maneee segments are reviewed in demographic terms in Table 18 and 
according to behavioural differences in Table 19. The balance of this section 
describes the ‘television dislikers' first, the ‘engrossed television supporters’ 
next, and lastly the'objective television supporters', all in terms of the 


differences which occur. 


The ‘television dislikers' consist of proportionately more 25 
to 54 year olds, tend to be considerably upscale in terms of education 
and income, and have a particularly high proportion of managerial and 
professional workers. As well this segment tends towards residency in the 
major urban areas of Canada and in terms of national distribution, it is 
under represented in the Atlantic provinces and over represented in the 


four Western provinces. 


As expected, ‘television dislikers' indicate a strong aversion 
to television viewing as a form of relaxation, as entertainment, and as 
a source of information on world events. They are significantly less 
likely to have a television in their household and watch fewer types of 
programs. On average they spend one-third less time watching television, 


and watch it one day less per week than do the 'television supporters’. 
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The ‘engrossed television supporters’ are relatively accepting 
of television commercials. However, when a commercial does come on the 
television, .this segment is most likely to flip the channel selector, 
presumably to see what is being missed on the other channels. This segment 
is also more likely to make a point of seeing a commercial that is liked when 


it comes on the television. 


The objective television supporters' consists of proportionately 
more males, more 35 year olds and over, and more retired individuals. 
French speaking Canadians are considerably over represented in this segment. 
Regionally, Quebec is also considerably over represented, but the four 
Western provinces are considerably under represented. This segment also 


has proportionately more small city, town, village and rural area residents. 


The high affinity toward television viewing that was noted for 
the ‘engrossed television supporters' is certainly shared by the ‘objective 
television supporters’. ene of the 'objective television supporters’ 
have a television in their household, and they log almost as many viewing hours 
and viewing days as do the ‘engrossed television ins pate che ut However, in 
terms of variety of program types watched, this segment falls half way between 


the other two segments. 


In terms of program types preferred, the ‘objective television 
supporters’ like the ‘engrossed television supporters’, are most strongly 
differentiated by their much higher interest in fictional entertainment 
programming generally. However, the ‘objective television supporters’ do show 


relatively more interest in educational and informational programming than do 
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It is clearly evident that the ‘television dislikers' are more 
inclined to utilize television to watch informational and educational 
programming rather than entertainment programming. In relation to the 
‘television supporters', the ‘television dislikers' stand out as being 
much more interested in news, documentaries, and consumer and public affairs 


programs. 


The ‘television dislikers' also appear to more frequently be 
television commercial dislikers. As well, this segment is also more 
likely to have complained about something seen on television, and the 


complaints have more frequently been effectively directed. 


The ‘engrossed television supporters’ consist of proportionately 
more 15 to 24 year olds and correlatively, more students and single people. 
In terms of regional distribution, this segment is under represented in Quebec 


and over represented in the Atlantic provinces. 


The highest affinity toward television viewing is displayed by the 
‘engrossed television supporters'. Even considering the higher proportion 
of students and young single people, virtually every member of this segment 
has a television in their household. This segment peers more types of 
programs, logs the greatest number of hours of television viewing, and is 


most likely to have the television on every day of the week. 
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It is readily apparent that the ‘engrossed television supporters’ 
proportionately more often prefer to watch serials, soap operas, comedies, 
and fictional entertainment programming generally. As well, this segment 


is relatively more interested in talk shows than are either of the other two 


the ‘engrossed television supporters' as evidenced by the numbers preferring 
to watch news, documentaries, and public affairs programs. The ‘objective 
television supporters' also appear to most often prefer sports programs. 
This may be a reflection of the proportionately greater number of males and 


older persons in this group. 


The ‘objective television supporters' are relatively accepting of 
television commercials and are also least likely to have complained about 


things seen on television. 
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TABLE 18 


DEMOGRAPHIC PROFILE OF TELEVISION ATTITUDE SEGMENTS 


Engrossed Objective 
Total Television Television Television 


Canadians Dislikers Supporters Supporters 


Total respondents 3059 990 1129 927 
% % ys % 
SEX. 
Female 50.4 eve ae! Joeo 44.3 
Male 49.6 Ly ef 46.2 55.7 
AGE 
15 - 24 25.5 22.9 32.8 19.6 
25e= 34 18.7 Saf 1925 16.6 
35 - 44 16:5 18.1 12:2 20.0 
45 - 54 14.7 P62 12.7 1524 
55-64 6 1028 io ae AST 
65 and over 10.4 7.4 1A 3 te oA 
LANGUAGE 
English 76.0 Pal fDi: 76351 71.9 
French 24.0 22.5 21.9 con) 


MARITAL STATUS 


Married/common law 66.7 68.0 63.7 68.7 
Single 24.4 20.8 Zit 2380 
Divorced/widowed/Separated 8.8 9.1 9.1 8.3 
EDUCATION 
Public school or less 17.5 10.7 21.6 19.8 
Some high school 35.5 29.9 40.1 35.6 
Completed high school 22.6 316 35.6 32.6 
Some/completed university 22.6 36,0 14.3 19.2 
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TABLE 18 (CONTINUED) 


is Engrossed Objective 
Total Television Television Television 


Canadians _ Dislikers Supporters Supporters 


Total respondents - 3059 990 1129 927 
Z y 4 % 4 
OCCUPATION 
Student a7 }2e2 bs29 =O2.6 
Retired 10.1 ye 9.7 1377 
Full-time housewife 26.4 271 26.5 25.5 
Manager/professional ou elas te | eds. 
Clerical/sales 8.6 9.1 Sigh! Lea 
All other workers Zor7 20>] 2653 See 


HOUSEHOLD INCOME 


Under $10,000 tees! 26.0 34.2 35.1 
$10,000 - $14,999 22.5 19.4 2852 ELE GS 
$15,000 and over 3200 40.4 29:0 29.4 
REGION 
Atlantic 9.6 77 WA 9.8 
Quebec 28.0 Died 24.6 32.4 
Ontario 35.9 35.3 36, / 35-5 
Prairies 16.4 1 pats 17.6 14.0 
British Columbia Ge 11.9 10.0 8.0 


POPULATION DENSITY 


Rural eee 


500,000 and over i 3 bee Siig! vac ie 28.0 
100,000 - 499,999 S26 16.8 14.6 15.7 
10,000 - 99,999 ea loos rMiadd 18.5 
Less than 10,000 1325 ae | 1343 14.6 
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TABLE 19 


BEHAVIOURAL DIFFERENCES BETWEEN TELEVISION ATTITUDE GROUPS 


Engrossed Objective 
Total Television Television Television 


Canadians Dislikers Supporters Supporters 


Total respondents 3059 990 nue? 927 


USAGE OF SELECTED MEDIA ve % % % 


When wanting to relax: 


Television 48.4 31.0 58.5 54.9 
Radio 12g) Weed oan TZ0 
Newspaper/magazine 7.8 re 63 10.2 
Read 20.2 32.4 j Vege 16.6 

When wanting to be 

entertained: 
Television 46.2 36.9 50.0 51.5 
Radio 9.9 9.9 10.8 8.7 
Newspaper/magazine 33 5.0 1.9 A505 
Read I8 Hd 6.4 5.9 

When wanting to be 

informed about what 

is happening in the 

world: 
Television 40.0 Sc./ 42.0 45.2 
Radio 22.0) cles aro 20.4 
Newspaper/magazine Bhat 43.2 SS. 34.6 

3 aS, 3.4 3:9 


Read 4. 


TABLE 19 


Total respondents 


TELEVISION IN HOUSEHOLD 


No 
Yes 


Total respondents with 
television in household 


AVERAGE NUMBER OF TYPES 
OF TELEVISION PROGRAMS 
WATCHED IN PAST FOUR WEEKS 


AVERAGE NUMBER OF HOURS OF 
TELEVISION WATCHED IN AN 
AVERAGE SEVEN DAY PERIOD 


AVERAGE NUMBER OF DAYS 
DURING WHICH TELEVISION 
WAS WATCHED IN THE PAST 
SEVEN DAY PERIOD 


CONTINUED) 


Total 


Canadians 


3059 


WO © 
Nh © 


3034 


program 
types 


9.8 


hours 


28.0 


days 


6.0 
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Engrossed Objective 


Television Television Television 


Dislikers Supporters Supporters 


990 27 i aly 
% % % 
1.9 0.5 0.1 
98.1] 99.5 99.9 
971 1124 926 
program program program 
types types types 
8.6 Fiver: 9.9 
hours hours hours 
20.8 33.4 29.1 
days days days 


5.4 6.5 Gu2 


| - cf 
ad. ee a ee 


evinits ly 
nabetve at noteky tay. Fe Worgivat at “peter 
exe IMOnGUe , vesNOr td: | eet hei i Mel aan 
ee Se cece hs aga ane nan tomhtiae: 
. mi 1 | , —1 F ; ay ih as 
tse Coq! Geo cane va 
| vr 
-_ 
r x hl 7, ec m at 
ro tt as i eta aie 
i ? ‘ 3 ., i] : 
ee" 


cr LA Ad tw vinebnogs 4 SatoT 
eT bi, ee wy ator SNA ON AF no ahvals 


f 
2 

# rd 

U f i 


, 

| Mi ag EL 

3 ‘3GNI ewAnn0RNa, HOTT war 40 
7: BxaaM AUO® TRAY WT GIROTAA 


m0 nA baTG me IPONg TS VOI1 23qNT WwW At 


i 
7] 


shy 21H uted 70 28yOH 3 SIeMUH SOANIVA 
A Wh OSH TAM nal2 TN. [3] 


PAs Maa S208 quas D019 YAN WAVB2 JaARAVA 
y 7 


<V6D 2V 6 e\yeb CMe s via ARIA 
Toe on Ny oO be, 
"Fen hy ath cal 


Cane Pane a 


O. 


-331- 


TABLE 19 (CONTINUED) 


Engrossed Objective © 
Total Television Television Television 


Canadians Dislikers Supporters Supporters 


Total respondents with 
television in household 3034 971 1124 926 


FAVOURITE TELEVISION % * vs % 
PROGRAM TYPE (AVERAGED 
ACROSS FIRST THREE MENTIONS) 


Public affairs program 229 4.6 LO Lao 
Comedy Wied, 17.4 20.2 I a ey 
Musical variety 6.6 6.2 6.8 6.9 
Serial/soap opera 10.0 6.6 13.7 9.0 
Police/detective show lee 8.8 14.4 13.1 
Quiz/audience participation 3.5 2.8 4 4s 3 
Western ed isl 1.9 ns 
News O25 Bu) 3.9 ‘ey 
Movie fi3 6.8 6.9 Soo 
Documentary 4.4 6.7 GeO 4. 
Talk show 1.9 1.9 2.4 t ipa 
Sports 8.8 9.0 Tol 10.6. 
Drama/play 3.0 3.7 asd 2.8 
Suspense/mystery Ins 2.0 2.0 1.5 
Doctor/hospital ed | Oe 3.6 al st 
Consumer program 0.8 13 0.6 0.4 
Cartoon/children's show ew) 1.4 0.8 0.8 
Science fiction show 1.5 1/2 1a 1.5 
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TABLE 19 (CONTINUED) 


Engrossed Objective 


Total Television Television Television 
‘ Canadians_ Dislikers Supporters Supporters 
Total respondents 3959 990 1129 927 


PROPENSITY TO DO EACH OF THE 
FOLLOWING WHEN A COMMERCIAL 
COMES ON THE TELEVISION 


(Higher levels indicate level level level Tevel 
greater frequency/1liklihood) 


Flip the dial to see 
what's on the other 
Channels 2.9 27, a0 2.6 


Get annoyed 2.9 Bet 2.9 aed 


Do something else until 
the commercial break 


1s over 3.6 266 B56 13304 

Watch the commercial 320 220 oa 3.0 

Make a point of seeing a 

commercial that is liked 2.5 thi pa Sy Ze 
EVER COMPLAINED TO ANYONE ABOUT | 
SOMETHING SEEN ON TELEVISION % % % ys 

Yes 29.1 38.6 ZIG 3 Zi-z 

No 68.1 518 70.1 76.6 


Total respondents who ever 
complained about something 


seen on television 883 375 307 197 

COMPLAINT WAS DIRECTED TO y4 oS v4 % 
Family/friends Sla3 781 85.1 Ge. 
Television station 1226 16.3 8.8 12.9 
Corer. C. 1.6 223 102 1.0 
Advertiser 0.5 6 5a | 0.5 on 


newspaper/Box "99"/ 
government Ze 5 Say Ve 0.7 
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VI. Demographic And Behavioural Profile Of Television 
Advertising Attitude Segments 


Based on an analysis of responses to various television advertising 
related statements, seven television attitude groupings were identified and 
described ineséetien TII. The main demographic and behavioural differences 
between these segments are summarized in this section, first between each of 
the four English speaking segments, and then between each of the three French 
speaking segments. Detailed demographic data appears in Tables 20 eraa2k and 
detailed behavioural data in Tables 21 and 21, for English and French speaking 


segments respectively. 


The 'anti-television advertising Anglophones' are strongly differentiated 
by the higher education levels attained. This segment also consists of pro- 
portionately more housewives and married people, and in terms of national dis- 
tribution, it is under represented in the Prairies but over represented in 


British Columbia and English speaking Quebec. 


This group also appears to proportionately Tess often prefer 
television to various alternative media. As well as being proportionately 
less likely to have a television in their household, members of this segment 
spend less time watching television and watch fewer types of programs. Their 
program type preferences tend towards documentaries and public affairs pro- 
grams, but interestingly enough, do not significantly more often also tend 


towards such educational programming as news or consumer programs. 


“When a commercial comes on the television the ‘anti-television 
advertising Anglophones' considerably more often become annoyed and they 


are more likely to do something else until it is over. Certainly this 
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segment.is least likely to watch the commercial. Members of this segment 


also estimate that they are exposed to more minutes of commercials per 
hour of viewing than do the other groups. The ‘anti-television adver- 
tising Anglophones' are also more likely to have complained about some- 
thing seen on television, and are more likely to have directed the 


complaint effectively. 


The ‘Anglophone accepters of the presence of television 
advertising’ represent a younger better educated segment. This segment 
is upscale in income, with proportionately more managerial and pro- 


fessional workers, more students, and more Ontario residents. 


Members of this group are not differentiated in terms of 
media preferences. They watch an average amount of television and the 
viewing is distributed across all types of programming. However, when 
a commercial comes on the television, the behaviour of the ‘Anglophone 
accepters of the presence of television advertising’ must be noted. 
They are very likely to leave the room or do something else until the 
commercial break is over, yet at the same time, they are least likely 
to have been annoyed by the commercial. These people appear to appreciate 
the program intermissions which commercials provide. Their affinity 
towards commercials is further evidenced by how often they actually watch 
the commercials. Also, members of this segment estimate that they are 
exposed to fewer minutes of commercials per hour of viewing than do the 


other segments. 
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The ‘Anglophone accepters of television advertising content! 
are comprised of proportionately more lower income, less educated individ- 
uals. This segment has proportionately more men, and more Atlantic region 


and rural area residents. 


The ‘Anglophone accepters of television advertising content’ 
proportionately more often choose to use television and radio when wanting 
to relax, to be entertained, or for news. Members of this segment tend to 
watch television more than the other segments do. They are also relatively 
accepting of commercials interruptions and have least often complained 


about something seen on television. 


The ‘Anglophone television advertising reformists' consist of 
proportionately more 55 year olds and over, and correlatively, more low 
income, less educated individuals. Regionally, this segment is over re- 


presented in the Prairies. 


This segment is not differentiated in terms of media preferences 
and amount of television viewed. They are also moderately accepting of 
commercial interruptions, and are unlikely to have complained about something 


seen on television. 


It should be noted that compared to the four English segments, the 
three French speaking segments again display the proportionately much Stronger 
interest in informational and educational programming that was noted in Part 


Three of this report. 
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Looking at the French speaking television attitude segments 

it is apparent that few demographic differences occur. The ‘anti-tele- 

vision advertising Francophones', like the ‘anti-television advertising 

_ Anglophones’ and the ‘television dislikers' generally tend to be upscale 
in income and education level. As well, this group has proportionately 
more managerial and professional workers as well as students. The ; 

‘Francophone accepters of the presence and content of television adver- 

tising' show no differentiating demographic features. The 'Francophone 

television advertising content negativists' tend Maree Tower incomes 


and lower education levels. ) 


The ‘anti-television advertising Francophones' appear to make 
proportionately less use of television generally. They proportionately more 
often prefer radio, newspapers, magazines and reading generally. They are somewhz 
less likely to have a television in their household and certainly they spend 
less time watching it. Their programming preferences definitely tend towards 
informational and educational programming such as news, documentaries, and 
consumer and public affatrs programs. Although not as strongly, informational 
and educational programming is also of considerable importance to the "Francophone 
accepters of the presence and content of television advertising’ and the 'Franco- 


phone television advertising content negativists'. 


When a commercial comes on the television, ‘'anti-television advertising 
Francophones' are more likely to become annoyed and to do something else until it 
is aed As well, they are least likely to make a point of seeing a commercial 
that is liked. They have also proportionately more often complained about 


something they have seen on television. 
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The ‘Francophone accepters of the presence and content of 
television advertising' show considerably more interest in television 
viewing than do the 'anti-television advertising Francophones'. Their 
acceptance of television advertising is apparent by how infrequently 
they get annoyed with commercials and by how often they stay and watch 
commercials. As well, members of this segment estimate that they are 
exposed to fewer minutes of commercials per hour than do members of either 
of the other two segments and they are least likely to have complained about 


something seen on television. 


The ‘Francophone television advertising content negativists' 
also show as much interest in television viewing as do the ‘Francophone 
accepters of the presence and content of television advertising’. In 
terms of behaviour when a commercial comes on the television, this segment 
shows their underlying dislike for television advertising. They more often 
get annoyed, they more often change the channel selector, and they less often 


watch the commercial. 
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TABLE 20 


DEMOGRAPHIC PROFILE OF ENGLISH SPEAKING TELEVISION ADVERTISING SEGMENTS 


Anglophone 
Accepters Anglophone 
Anti- of the Accepters of Anglophone 


Television Presence of Television Television 
Total Advertising Television Advertising Advertising 


Canadians Anglophones_ Advertising Content Reformists 


Total respondents 3059 821 573 598 | ao Ly 
a, a, o 4, a 
SEX 
Female 50.4 Bu 49.9 45.7 52a 
Male 49.6 46.9 50.1 54.3 47.9 
AGE 
ard 25.5 2356 Za 26.8 19.1] 
25 - 34 18.7 16.4 24.1 17.5 aus 
35 - 44 16.5 16.9 ies 1623 14.5 
45... 54 laa, 14.9 aes 15./ 14.9 
55 ~- 64 1120 Hees TA V1Z6 16.4 
65 and over 1042 15 6.4 10.2 16 22 
LANGUAGE 
English 76.0 100.0 100.0 100.0 100.0 
French 24.0 - ~ ~ - 


MARITAL STATUS 


Married/ 

common law Goa) TIA0 66.9 677 67.5 

Single 24.4 Zerb 24.9 Za70 18.0 

Divorced/widowed/ 

separated 8.8 9.) are is 14.5 
EDUCATION 

Public school 

or less 1225 nae 15.0 19.0 ; 21-2 

Some high school 35.5 32.1 33.2 3/54 43.7 

Completed, high 

schoo] Miueeeet 24.0 22-6 22.0 ra 

Some/completed 


university 22.6 30.0 26.6 20.2 hie 
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TABLE 20 (CONTINUED) 


Anglophone 
Accepters Anglophone 
Anti- of the Accepters of Angtophone 


Television Presence of Television - Television 
Total Advertising Television Advertising Advertising 


if Canadians Anglophones_ Advertising Content Reformists 
Total respondents 3059 82] 13 598 a A 
vA % % % % 
— OCCUPATION 

Student fol bag neki, oe) 11.9 9.0 
Retired 10.1 1023 6.1 ious 14.4 
Full-time 
housewife 26.4 26.8 2.5 23.1 27.8 
Manager/ 
professional jected | 16.4 17.9 Dae 10.0 
Clerical/sales 8.6 Tet 8.4 6.9 cel 
All other 
workers ON /, 20.4 29.3 33.24 26.8 


HOUSEHOLD INCOME 


Under $10,000 Seo 30.4 ht Oe 3225 cee, 

$10,000-$14,999 22.5 20.0 21.6 21.6 apa § 

$15,000 & over 32.8 36.6 42.6 29.1 29.6 
REGION 

Atlantic 9.6 1.8 5.8 21.9 Boo 

Quebec 2a:0 G23 2.0 4.1 3.1 

Ontario 35.9 46.0 54.3 —AY.6 48.9 

Prairies 16.4 18.8 22.5 Zuo 257} 

British Columbia 10.1 Til Lose 9.0 vay 
POPULATION DENSITY 

500,000 and 

over 3.2 B32 31.4 26.6 24.0 

100,000-499,999 15.6 16.0 Z\s3 Lond 20.7 

10,000-99,999 ee 1.4 14.9 1507 16.8 

Less‘ than 

10,000 135 19.7 13:8 12.8 Sie 

Rural . VATA 22.6 18.5 Sie Cao 
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TABLE 21 


BEHAVIOURAL DIFFERENCES BETWEEN 
ENGLISH SPEAKING TELEVISION ADVERTISING ATTITUDE GROUPS 


Anglophone 
Accepters Anglophone 
Anti- of the Accepters of Anglophone 
Television Presence of Television Television 
Total Advertising Television Advertising Advertising 
Canadians Anglophones_ Advertising Content _Reformists 
Total respondents 3059 82] Sia 598 BI 
USAGE OF YSELECTED 
MEDIA v4 ys % % % 
When wanting to relax:. 
Television 48.4 43.1 47.5 54.0 47.5 
Radio oe) 16.9 14.1 16.2 5 16 
Newspaper/ 
magazine 730 6.4 8.4 8.9 ves 
Read 20.2 Zomit 21.4 fined 2h-0 
When wanting to be 
entertained: 
Television 46.2 44.6 Sie 0 54.2 54.9 
Radio 9.9 aeons 1 12.4 irs 
Newspaper/ 
magazine om 3.4 Was Ral, 3.1 
Read pes: be ay S22 5 
When wanting to be 
informed about what 
is happening in the 
world: 
Television 40.0 oo.9 32.9 43.4 SA) 
Radio 2220 24.1 A deg | 26.6 26.8 
Newspaper/ 
magazine Sia 41.4 44.0 29.7 37.5 
Read es 5.0 SUS ae =! 4.5 
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TABLE 21 (CONTINUED) 


Total 


Canadians Anglophones Advertising 


Total respondents 3059 
TELEVISION IN HOUSE- 
_ HOLD yA 

No 0.8 
Yes 99.2 

Total respondents 

with television 

in household 3034 

AVERAGE NUMBER OF program 

TIBESSOFP TELEVISION types 

PROGRAMS WATCHED IN 

PAST FOUR WEEKS 9.8 

AVERAGE NUMBER OF hours 

HOURS OF TELEVISION 

WATCHED IN AN AVERAGE 

SEVEN DAY PERIOD 28.0 

AVERAGE NUMBER OF days 

DAYS DURING WHICH 

TELEVISION WAS 

WATCHED IN THE PAST 

SEVEN DAY PERIOD 6.0 


Anglophone 
Accepters 
Anti- of the 
Television Presence of 


Advertising Television 


821 ae 
v4 % 
leZ 0.6 
98.8 99.4 
81] 569 
program program 
types types 
a 10.1 
hours hours 
25¢6 21-3 
days days 
5.9 6.1] 
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Anglophone 
Television 
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Reformists 
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TABLE 21] CONTINUED 


Anglophone 
Accepters Anglophone 
Anti- of the Accepters of Anglophone 


Television Presence of Television Television 
Total Advertising Television Advertising Advertising 


Canadians Anglophones Advertising Content Reformists 
Total respondents 
with television : 
in household 3034 81] 569 595 313 
FAVOURITE TELEVISION % > to *e | & 


PROGRAM TYPE (AVERAGED 
ACROSS FIRST THREE MENTIONS) 


Public affairs 


program (age Sa) lial 0.6 yaa) 
Comedy Pies, 21.9 Z3e7 1934 20.9 
Musical variety 6.6 el Bl 7.4 7.6 
Serial/soap opera LOeG Je) ee 7.5 a0 
Police/detective show 12.2 2 1522 14.9 12.4 
Quiz/audience 30 3.4 3.6 4.8 4.7 
participation 

Western Lhals 0.9 eeu aed 12 
News epee: 6.0 ae aye, 6.4 
Movie 123 5.29 6.6 Fees) 672 
Documentary 4.4 et 5.0 aay 2.8 
Talk show 1.9 2.0 Wile 128 220 
Sports 8.8 8.6 Ih) 92p 7.9 
Drama/play 3.0 23 ae 3.9 Si 
Suspense/mystery 1.8 2.0 ‘ee 72 0.9 
Doctor/hospital aye! rapa! aed 6 Gea 3.4 
Consumer program 0.8 0.6 0.5 0.5 0.8 
Cartoon/children's 

show 1.0 0 1.2 ] EY 
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TABLE 21 (CONTINUED 


Anglophone 
Accepters Anglophone 
Anti- of the Accepters of Anglophone 


Television Presence of Television. Television 
Total Advertising Television Advertising Advertising 


Canadians Anglophones Advertising Content Reformists 
Total respondents 3059 82) 573 598 317 


PROPENSITY TO DO EACH 
OF THE FOLLOWING WHEN 
A COMMERCIAL COMES ON 
THE TELEVISION 


(Higher levels 
_ indicate greater 
frequency/1iklihood) level level level Tevel Tevel 


Flip the dial 
to see what's 
on the other 


Channel 2.9 2.8 Gel 20 ERT f 
Leave the room | 

to get something 3.7 328 360 3.6 5 ey es 
Get annoyed 2.9 326 2.8 2.9 3.0 


Do something 
else until the 
commercial break 


is over Le 3.8 23° G) Woe 3 305 
Watch the 
commercial 320 225 oe See sey € 


Make a point of 

seeing a comm- 

ercial that is | 

liked 225 220% 2.6 2.4 va 
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Canadians Anglophones Advertising 


Total respondents 
with television 
in household 


ESTIMATED AVERAGE 
NUMBER OF MINUTES 
OF COMMERCIALS PER 
HOUR OF TELEVISION 


EVER COMPLAINED TO 
ANYONE ABOUT SOME- 
THING SEEN ON 
TELEVISION 


Yes 
No 


Total respondents 
who ever complained 
about something seen 
on television 


COMPLAINT WAS 
DIRECTED TO 


Family/friends 

Television 
station 

CLR .G. 

Advertiser 

Action Line/ 
consumer show/ 
newspaper/Box 


PABLE UA CONTINUED 
Anglophone 
Accepters 
Anti- of the ~ 
Television Presence of 
Total Advertising Television 


3034 


minutes 


883 


"99"/government 2.5 
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22 


569 


minutes 


213 


oOo Omi 
womnwds 


1.0 


Anglophone 
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Content 
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minutes 
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Anglophone 
Television 
Advertising 


Reformists 


313 


minutes 
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TABLE 22 


DEMOGRAPHIC PROFILE OF FRENCH SPEAKING TELEVISION ADVERTISING SEGMENTS 
i i nk pp 


Francophone 
Accepters of Francophone 
Anti- | Presence and Television 
Television Content of Advertising 
Total Advertising Television Content 
Canadians Francophones Advertising Negativists 
Total respondents 3959 Siz 303 129 
% % ys % 
DED 
Female 50.4 48.4 5246 51.6 
Male 49.6 5126 Alea. 48.4 
AGE 
15 - 24 25a5 30.4 2030 26.4 
/ WELK 18.7 22.6 16.9 22n2 
35 - 44 Loe 16.0 18.6 1354 
45 - 54 14.7 11.4 py 1533 
55 - 64 0 9.7 11.6 10.6 
65 and over 10.4 8.9 O44 T2276 
LANGUAGE 
English 76.0 os ~ - 
French 24.0 100.0 100.0 100.0 
MARITAL STATUS 
Married/common law 66.7 6357 63.1 67.8 
Single 24.4 30.0 28.3 22e/ 
Divorced/widowed/separated 8.8 6.3 B25 9.0 
EDUCATION 
Public school or less Wes 17.4 26.4 ee 
Some high school Bisa 34.6 3525 40.6 
Completed high school C2.6 23,0 24.0 16.9 
Some/completed university 22.6 24.1 133} 12.4 
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TABLE 22 (CONTINUED) 


Total respondents 


. OCCUPATION 


Student 

Retired 

Full-time housewife 
Manager/professional 
Clerical/sales 

All other workers 


HOUSEHOLD INCOME 


Under $10,000 
$10,000 - $14,999 
$15,000 and over 


REGION 


Atlantic 

Quebec 

Ontario 

Prairies 

British Columbia 


POPULATION DENSITY 


500,000 and over 
100,000 - 499,999 
10,000 - 99,999 
Less than 10,000 
Rural 


Total 


3059 
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Accepters of Francophone 
Presence and Television 
Advertising 
Content 
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TABLE 23 


BEHAVIOURAL DIFFERENCES BETWEEN 
FRENCH SPEAKING TELEVISION ADVERTISING ATTITUDE SEGMENTS 


Francophone 
Accepters of Francophone 
Anti- Presence and Television 
Television Content of Advertising 
Total Advertising Television — Content 
Canadians Francophones Advertising Negativists 
Total respondents 3059 Sie 303 129 
USAGE OF SELECTED MEDIA yA % y's % uk 
When wanting to relax: 
Television 48.4 43.1 57.5 afew: 
Radio 15.0 a5 9.0 18.0 
Newspaper/magazine ES 7.8 9.1 8.0 
Read 20.2 215 13.1 9.4 
When wanting to be 
entertained: 
Television 46.2 33.8 34.7 3685 
Radio 9.9 gaz 9.0 13.0 
Newspaper/magazine a 4.2 3E4y 1.7 
Read 7.8 10.3 10.5 7.9 
When wanting to be 
informed about what 
is happening in the 
world: 
Television 40.0 46.2 56.4 56.5 
Radio 22.0 ee! 14.1 1523 
Newspaper/magazine Sian 40.3 28.8 24.7 
Read 4.3 4.7 Val 4.2 
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Francophone 
Accepters of Francophone 
Presence and Television 
Content of Advertising 
Television Content 


Canadians Francophones Advertising Neagativists 


TABLE 23 (CONTINUED) 
Anti- 
Television 
Total Advertising 
Total respondents 3059 BiZ 
TELEVISION IN HOUSEHOLD % % 
No 0.8 eg 
Yes 99.2 99.3 
Total respondents with 
television in housenold 3034 310 
AVERAGE NUMBER OF TYPES program program 
OF TELEVISION PROGRAMS lie Sues 
WATCHED IN PAST FOUR WEEKS 9.8 Wl | 
AVERAGE NUMBER OF HOURS OF ~ hours hours 
TELEVISION WATCHED IN AN 
AVERAGE SEVEN DAY PERIOD 28.0 26.5 
_ AVERAGE NUMBER OF DAYS 
DURING WHICH TELEVISION days days 
WAS WATCHED IN THE PAST 
SEVEN DAY PERIOD 6.0 57 


303 129 
¢ ete 
0.5 - 
99.5 100.0 
302 129 
program program 
types - types 
10.3 9.4 
hours hours 
30.7 3632 
days days 
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TABLE 23 (CONTINUED) 


Francophone 
Accepters of Francophone 
Anti- Presence and Television 
Television Content of Advertising 
; Total Advertising Television Content 


Canadians Francophones Advertising Negatyvists 


Total respondents with 
television in household 3034 310 302 ReSTZ9 


FAVOURITE TELEVISION PROGRAM a y vs | yl 
TYPE (AVERAGED ACROSS FIRST 3 é 
THREE MENTIONS) 


Public affairs program 2.9 8.8 EY 7.1 
Comedy 17.7 er ee 8.0 
Musical variety 6.6 5.4 8.1 6.0 
Serial/soap opera 10.0 Wie on 26.1 
Police/detective show | ao 4.0 7.0 5.1 
Quiz/audience participation 385 28) 1e7 2.8 
Western 15 0.9 fait 1.4 
News 625 1122 720 133 
Movie 733 lez 10.1 8.4 
Documentary 4.4 7.8 5.9 4.8 
Talk Show 1.9 Lee 1.7 is 
Sports 8.8 10.0 9.5 825 
Drama/play 3.0 Zac 10 Tez 
Suspense/mystery tec 1.4 1.8 ee: 
Doctor/hospital Sl | 4.) 5.4 
Consumer program 0.8 241 0.9 0.9 
Cartoon/children's show 120 1.0 0.7 0.4 
Science fiction show 15 16 16 ie 
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TABLE 23 (CONTINUED) 


Francophone 
Accepters of Francophone 
Anti- Presence and Television 
Television Content of Advertising 
Total Advertising Television Content 
Canadians Francophones Advertising  Negativists 
Total respondents 3059 Sie 303 -129 
PROPENSITY TO DO EACH OF THE 
FOLLOWING WHEN A COMMERCIAL 
COMES ON THE TELEVISION 
(Higher levels indicate 
greater frequency/liklihood) level level level level 
Flip the dial to see. 
what's on the other 
channel 2.9 3.1 Sen a55 
Leave the room to 
get something Sif. 360 oa 328 
Get annoyed 2.9 ranas: 282i. Feed | 
Do something else until 
the commercial break is 
, over Side Sa. 3.4 oo 
Watch the commercial 3.0 3.0 3a) Fags 6 


Make a point of seeing 
a commercial that is 
liked 250 320 Sec ner 
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TABLE 23 (CONTINUED) 


Francophone 
Accepters of Francophone 
Anti- Presence and Television 
Television Content of Advertising 
Total Advertising Television Content 


Canadians Francophones Advertising Negativists 


Total respondents with 


television in household 3034 310 302 “ede 
ESTIMATED AVERAGE NUMBER minutes minutes minutes minutes 
OF MINUTES OF COMMERCIALS 

PER HOUR OF TELEVISION 15.8 1625 1622 17-0 
EVER COMPLAINED TO ANY- % % % % 


ONE ABOUT SOMETHING SEEN 

ON TELEVISION 
Yes 290 iNeed Ba2 10.4 
No 68.1 De) 90.4 84.3 


Total respondents who 

ever complained about 

something seen on 
television 883 52 25 13 


COMPLAINT WAS DIRECTED TO % % % ne! 
Family/friends a 69.6 ae BES 41.5 
Television station WG 24.6 17.0 39.6 
Can eie Ge 126 ae - 6.8 
Advertiser 0.5 - - - 
Action Line/consumer 
show/newspaper/Box 
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VII. Relationships Between Advertising, Television, And 


Television Advertising Attitude Segments ~352- 


In the planning stages of this study it was hypothesized that 
peoples' attitudes towards the presence of advertising on television may 
in Peepers function of their attitudes towards two distinct component 
areas: advertising as an economic and commercial activity, and television 
as a medium. This section identifies important relationships which were 
found to exist between attitudes towards advertising and attitudes towards 
television. Relationships occurring between these two component attitudinal 
areas and the more complex attitudinal area of television advertising are ~ 


then examined. 


Since the television advertising attitude segments differed 
according to language spoken, the advertising attitude segments and the 
television attitude segments have also been separated by language. This 
allows direct comparison between each of the three possible sets of 


attitude segments within each of the two language groups. 


This analysis actually examines the distribution of people within 
attitudinal segments across various pairs of attitudinal areas and the findings 
are summarized in Tables 24, 25, and 26. The "Total Canadians" figures each 
indicate the actual proportion of all Canadians which simultaneously fall 
into given segments within each of two attitudinal areas. The "Deviation" 
figures each indicate the magnitude of difference between the actual pro- 
portion of Canadians holding given attitudes compared to the proportion 
which would be expected to hold the same given attitudes, assuming these 
attitudinal areas are not related. Each deviation figure indicates the 


positive or negative percentage magnitude of the deviation between the 
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Proportion observed and the proportion expected by chance alone. Thus 
increasingly positive percentages indicate pairs of attitude segments with 
greater commonality, which in turn indicates their greater relative size and 
importance in terms of understanding the relationships between attitudes 
towards advertising, television, and television advertising. Similarly, 
increasingly negative percentages indicate pairs of attitude segments with 


lesser commonality. 


For example, Table 24 is read in the following manner. A total of 
7.4% of all Canadians (5.8% English speaking and 1.6% French Speaking) hold 
attitudes which allow them to be simultaneously considered both as 'television 
dislikers' and as ‘advertising supporters'. Among English speaking Canadians 
this is about one third (-35%) fewer individuals than would be expected to 
hold such attitudes and among French speaking Canadians this is about half as 
many (-46%). From this data it is apparent that ‘television dislikers' are 
unlikely to also be ‘advertising supporters', or more generally, those who 
hold proportionately more negative attitudes towards television as Sa cae 
are also very likely to not hold positive attitudes towards advertising as 


an economic and commercial activity. 


From Table 24 it is apparent that English speaking Canadians who 
dislike television also tend to hold a negative attitude towards advertising. 
Those who are more favourably disposed towards advertising tend to favour 
television more, particularly with the 'Anglophone engrossed television 


Supporters’. 
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The same relationship between advertising attitudes and television 
attitudes exists for French speaking Canadians as for English speaking 
Canadians. Since the advertising attitude segments and the television 
attitude segments are virtually identical across language groups, this | 
attitudinal, similarity is also to be expected. However, among French Sere 
ing Canadians, the relationship between disliking television and disliking 
advertising is even stronger. Conversely, unlike the English speaking 
segments, the two French speaking segments which are renee of television 
are not differentiated in terms of the strength of their support towards 


advertising. 


Having established a strong relationship between attitudes towards 
advertising and attitudes towards television, these two component attitudinal 
areas are now related to the more complex attitudinal area of television 
advertising in Table 25 for English speaking Canadians, and in Table 26 
for French speaking Canadians. It is particularly noteworthy that both 
English speaking and French speaking Canadians who hold negative attitudes 
towards television advertising also hold equally negative attitudes towards 


each of the two component attitudinal areas. 


As expected, the 'anti-television advertising Anglophones' 
tend to reject advertising and television generally. The ‘Anglophone 
accepters of the presence of television advertising’ show moderate support 
for advertising per se. However, the support that they muster towards 
television disproproportionately comes from the ‘engrossed Supporters’ rather 
than the ‘objective supporters'. Overwhelming acceptance of advertising 
and television is shown by the ‘Anglophone accepters of television adver- 


tising content’. The ‘Anglophone television advertising reformists' 
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show a modest acceptance of television generally, but with regard to 
their advertising attitudes they are neither positive nor negative. This 
is consistent with their qualified acceptance of the presence of television 


advertising which is accompanied with concerns about its content. 


The 'anti-television advertising Francophones’, like their 
English speaking counterparts, tend to reject advertising and television 
generally. The ‘Francophone accepters of the presence and content of 
television advertising’ and the ‘Francophone television advertising 
content negativists' show comparably supportive attitudes towards tele- 
vision as a medium. However, when attitudes towards advertising are 
reviewed, the strong acceptance shown by the ‘Francophone accepters of 
the presence and content of television advertising’ is readily differentia- 
ted from the negativism shown by the ‘Francophone television advertising 


content negativists'. 
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TABLE 24 


RELATIONSHIPS BETWEEN ADVERTISING ATTITUDE SEGMENTS AND TELEVISION 
TELEVISION ATTITUDE SEGMENTS 
Anglophone ~ Anglophone . 


Anglophone Engrossed Objective 

Television Television Television 

Dislikers Supporters Supporters 
Total Devi- Total Devi- Total Devi- 


Canadians ation Canadians ation Canadians ation 


ADVERTISING 
ATTITUDE SEGMENTS 


Anglophone advertising 
negativists 


Anglophone advertising 
Supporters ; 233 


TELEVISION ATTITUDE SEGMENTS 


Francophone Francophone 
Francophone Engrossed Objective © 
Television Television Television 
Dislikers Supporters - Supporters 
Total Devi- Total Devi- Total Devi- 
Canadians ation Canadians ation Canadians ation 
ADVERTISING 
ATTITUDE SEGMENTS % % - -% 


Francophone adver- 
tising negativists 


Francophone adver- 
tising supporters 


NOTES: 
le "Total Canadians" indicates the proportion (expressed as a percentage) 

. of the total Canadian population described within each section of the Table. 
2. "Deviation" indicates the magnitude of the difference (expressed as a 


positive or negative percentage) in the actual proportion of the total 
Canadian population described within each section of the Table compared 

to the proportion which would be expected to occur assuming no relation- 

ships exist between attitudinal areas. Increasing positive percentages 
indicate pairs of attitude segments with greater commonality, and increasing 
negative percentages indicate pairs of attitude segments with greater divergen 
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TABLE 25 
RELATIONSHIPS BETWEEN 
TELEVISION ADVERTISING ATTITUDE SEGHENTS AND BOTH ADVERTISING 
AND TELEVISION ATTITUDE SEGMENTS FOR ENGLISH SPEAKING CANADIANS 


TELEVISION ADVERTISING ATTITUDE SEGMENTS 


‘ Anglophone Anglophone , 
Anti- Accepters of Accepters of Anglophone 
Television Presence of Television Television 
Advertising Television Advertising Advertising 
Anglophones Advertising Content Reformists 


Total Devi- Total Devi-_ Total Devi- - Total Devi- 


Canadians ation Canadians ation Canadians ation Canadfans ation 
ADVERTISING 
ATTITUDE SEGMENTS id 4.8 yA % y 4 


Anglophone adver- a / 
aa | 23.2 + 317 1.7 = wh Sh 8.3 - 32% Gf + 1% 


tising negativists 
Anglophone adver- 
tising supporters SPs, - 60% fi0 +4202 4 Whee + 63% Say - %W% 


TELEVISION 
ATTITUDE SEGMENTS 


Anglophone television 
dislikers 


Anglophone engrossed 
television supporters 


Anglophone objective 
television supporters 


NOTES: 
T. "Total Canadians" indicates the proportion (expressed as a percentage) 
of the total Canadian population described within each section of the Table. 


2. "Deviation" indicates the magnitude of the difference (expressed as a 
positive or negative percentage) in the actual proportion of the total 
Canadian population described within each section of the Table compared 
to the proportion which would be expected to occur assuming no relation- 
Ships .exist between attitudinal areas. Increasing positive percentages 
indicate pairs of attitude segments with greater commonality, and increasing 
negative percentages indicate pairs of attitude segments with greater divergence 
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TABLE 26 
RELATIONSHIPS BETWEEN 
TELEVISION ADVERTISING ATTITUDE SEGMENTS AND BOTH ADVERTISING 
AND TELEVISION ATTITUDE SEGMENTS FOR FRENCH SPEAKING CANADIANS 
TELEVISION ADVERTISING ATTITUDE SEGMENTS 


Francophone 

Accepters of Francophone 
Anti- Presence and Television 
Television Content of Advertising 
Advertising Television: Content 


Francophones Advertising Negativists 


Tota ulevi=’ = jotale eDevies ur dotal Devic 
Canadians ation Canadians ation Canadians ation 


ADVERTISING 
ATTITUDE SEGMENTS rs % % 


Francophone advertising 
negativists 


Francophone advertising 
Supporters 


ATTITUDE SEGMENTS 


TELEVISION 


Francophone television 
dislikers 


Francophone engrossed 
television supporters 


Francophone objective 
television supporters 


NOTES: 
ae "Total Canadians" indicates the proportion (expressed as a percentage) 

of the total Canadian population described within each section of the Table. 
2. "Deviation" indicates the magnitude of the difference (expressed as a 


positive or negative percentage) in the actual proportion of the total 

Canadian population described within each section of the Table compared 

to the proportion which would be expected to occur assuming no relation- 

ships exist between attitudinal areas. Increasing positive percentages 
indicate pairs of attitude segments with greater commonality, and increasing 
negative percentages indicate pairs of attitude segments with greater divergen: 
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TABLE 12 (CONTINUED) 


eee” 


Age 
T5-17 18-24 25-34 35-44 45-54 55-64 65 and over 


Frequency and Number of Advertisements 
on Television: 


There are far too.many commercials 
on television most of the time Mee Ath aso aCe Gow C44 ae 


I would not be upset if there 
were twice as many commercials 
on television as there are now Ao ih ee pte: 1.5 Vann Geta 7h ected 


It is annoying to see three 
commercials in each half hour 
of programming ASQ awn] pie? We cereale eye Con ne ot 


Four commercials in a row are 
too many ANSON OO on ee amen ao Oe, tay 


It is annoying when they show 


as many as five or six commer- 
cials all in a row Hee] | Wea eT (CARR ee) eee eee he oe) 


Placement of Commeretats-Within . 


The commercial breaks make it 
difficult to follow the program 
you are watching on television Suh as eo) may oe) Oc Orar ove Oso 


Commercials on television inter- 
rupt the program at the worst 
possible time AVAS RA Eu PASS eo) ACOs 4 A a5 


I find the commercial breaks 
useful because they allow me 
to do other things CRRRR YY Mie ATS ER CE IE ae es ae FR a ae JS 


I prefer watching programs where 
commercials are shown only at the 
beginning and at the end Orr oo ee ee OMG Ola ih S27: 


I don't like the way the commer- 

cials which are shown together 

jump around from one thing to 

another Se oes i OOo, oe ea oro 


I would rather see a small number 
of longer commercials than a lot 
of short ones BV nso. toeo: CACO Coe ey: at 
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